‘Saturation’ Theory 
Scored; See Need for 
New Motivation Studies 


New YorK—The American Mar- 
ceting Association, gathered here 
ast week for its winter meeting, 

‘ard repeatedly that business 

2ds information along lines 

, tere little exists. 

; Much of the need centers around 
re information which will help 
define the “will to buy” and 

ow that will is stimulated. 

Arno H. Johnson, vice-president 

d director of media and researeh 

J. Walter Thompson Co. 
«etched the problem and the goal 
in a speech which described the 

, “present high level of national 

; *ncome” as “a basic challenge to 

}  siness to encourage and work 

vigorously for a higher standard 
of living for the American people.” 
Only an advancing standard of 
iving will provide markets for in- 
reased productive power, em- 
oloyment at high wages for a 
frowing labor force, and revenue 
r the government, he declared. 


| 


He termed $230 billion a “con- 
‘rvative goal” for 1950’s national 
come, which would provide more 
yan $200 billion of disposable per- 
mal income after taxes. The real 
purchasing power of the people 
would then exceed 1940 by 60%, 
and 1949 by 6%. 

Mr. Johnson, who in the past has 


Vacuums of Business Information 
Jutlined at Marketers’ Conference 


READ JANUARY Reade Digest 


FILTERED CIGARETTE SMOKE 
IS BETTER FOR YOUR HEALTH 


__ Jeli How Cigarette Fitors Take Out Wicotine 


= rand the etches the Semenary iam of the Rener's Diet, “Te 
ee ne ctl cin -0 pe extn dfs comets 


QUICK JOB—Three days after Reader's 

Digest came out with an article critical 

of cigarets, Ted Bates Inc. ran this ad 

for Brown & Williamson’s filter-tip Vice- 
roys. (Story on Page 38.) 


ridiculed the myth of “saturation,” 
used automobiles as an example. 
Although people have said, since 
the spring of 1947, that the auto- 
mobile market will become satur- 
ated, Johnson figures that the 23,- 
688,000 U. S. spending units with 
incomes of more than $3,000 an- 
nually (47% of all units) ac- 
counted for 89% of the new cars 
bought in 1948. Before the war, 
(Continued on Page 35) 


. Win Mixed 


Hour Rates, Research 
to Have Major Effect 
on Trend in Schedules 


> By MAURINE CHRISTOPHER 


New YorkK—lIs the impact of tel- 

, *ision sufficiently strong to per- 
 .t the sponsor of a high-budget 
“%w to save money by every- 
» .er-week scheduling? 

~Jr is it a wiser investment for 
Ree" advertiser to carry a less ex- 
snsive program every week? 

= Advertising agency executives, 
‘44 » point out there is no easy ans- 

to these questions, in general 
ze that the frequency pattern 

‘ideo programming still is in 

evolutionary process. 

ne agency vice-president, how- 
er, suggests that an adjustment 
the network discount scale 
“ight simplify the matter for all 
ncerned. This executive, who 
eads the radio-video department 
f one of the largest agencies, be- 
‘eves the rate structure should 
2 revised to make it more at- 
ractive for sponsors to (1) use 
"V 52 weeks a year and (2) buy 
yur segments. 

Television should avoid making 
» ae same mistake as radio, which 
' very summer finds itself saddled 


ae. 


| Bi-Weekly TV Shows 


Reception 


with the hiatus load. Networks not 
only aren’t collecting revenue for 
big chunks of valuable time peri- 
ods, but they must pay the cost 
of sustainers to fill for vacation- 
ing advertisers, it was pointed out. 


s This annual radio headache, and 
last summer’s parallel complaint 
in TV, the agency man believes, is 
ample proof that the 12% discount 
for 52-week network contracts, 
which prevails generally in radio 
(Continued on Page 40) 


Prestige, Not Price 


is better in liquor copy, 
says ‘Creative Man,’ 
Page 33. Other features: 


Advertising Market Place ..........::ccscsee 26 
SI US BIE COUNT Siiricevsecevnsstneseccareid 28 
Coming Conventi 40 
Department Store Sales ..............c:cceeeeeee 38 
Editorials .. 12 
Eye and Ear Dept. 34 
Getting Personal 32 
Information for Advertisers ................ 26 
In Washington 24 
Obituaries 38,41 
Photographic Review 25 
RIED HEINE Saecubivetintitnctstyradercsostndvoctconnds 12 
Voice of the Advertiser ..............:cccccceee 30 
What They’re Saying 12 


More Ads, More 
Surf, More TV: 
Nifty Lever ‘50 


Luckman Rinses Out Bag 
of Promotion Tricks, 
Including Aluminum Deal 


New .YorK—Lever Bros. Co. will 
spend more in advertising this year 
than in 1949...It will put an un- 
precedented amount of money into 
launching Surf, which will go na- 
tional in hard water areas im- 
mediately ...It is finalizing plans 
to launch a new television show 
on CBS for Harriet Hubbard Ayer 
...It has been testing aluminum 
premiums, and about Feb. 1 will 
start a nationwide premium pro- 
motion for all products, which will 
account for the biggest aluminum 
premium order ever placed. 

These are the highlights of 
Charles Luckman’s Friday press 
conference, in which the Lever 
president also disclosed: 

1. That the company’s New York 
move will save an annual $2,200,- 
000 in overhead, thus making 
worth while the $600,000 spent in 
renovating its temporary head- 
quarters at Varick St., and that— 
although the total cost of the move 
is unknown as yet—engineers esti- 
mate that Lever will recover the 
cost in a year of integrated oper- 
ation. 


# 2. That negotiations are under 
way for a 15-minute Ilka Chase 
TV show on CBS, starting Feb. 1, 
9:30 p.m., EST; that Lever has 
further TV plans, but won’t cut 
radio expenditures. Radio is doing 
handsomely, Luckman pointed out, 
since all Lever’s shows are in 
Hooper’s top 15— “the first time in 
broadcasting history” that one 
company has managed the feat. 

3. That Surf is selling as much 


Rdetttising Rae | 
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1949—Good for Buyer 
and Good for Business 


PRE-ANNOUNCEMENT—Chevrolet 


Motor 
through Campbell-Ewald Co., 
copy prior to larger 
howing the new Chev- 
vies Jan. 7. 


$51,000,000 Will Be 
Spent to Advertise 
Chevrolets in 1950 


Detroit—Fifty-one million dol- 
lars will be spent on Chevrolet au- 
tomobile advertising in 1950. 

This staggering sum was an- 
nounced last week by T. H. Keat- 
ing, general sales manager of 
Chevrolet Motor division, General 
Motors Corp. It will represent the 
greatest outlay for advertising in 
the history of the automotive in- 
dustry, Mr. Keating declared. 

The GM division itself will 
spend $27,000,000 to promote its 
1950 models, and Chevvy dealers 
will spend another $24,000,000. 

Earlier estimates of the divi- 
sion’s ad budget had put the figure 
at $25,000,000. Details of Chevro- 


Division, 
runs this “‘firsts’’ 
ads 


ne PoP 


as Rinso (“the largest selling soap, | let’s opening campaign are re- 


(Continued on Page 39) 


| ported on Page 13. 


Last Minute News Flashes 
CBS Makes Major AM-TV ‘Coordination’ Shifts 


New YorK—Columbia Broadcasting System has unified its radio and 
television activities, coordinating them in four network areas—pro- 
grams, sales, business affairs, and program operations. Personnel 
changes are: William C. Gittinger (formerly v.p. in charge of radio 
network sales) to senior management as v. p. and assistant to President 
Frank Stanton; Hubbell Robinson Jr. (v. p. heading AM network en- 
tertainment programs) to head all radio and TV programs; J. L. Van 
Volkenburg (v. p. and director of TV operations) to v. p. in charge of 
all radio and I'V sales. CBS has also divorced business management 
functions of the program department from operations. James M. Se- 
ward, v. p. heading operations, becomes v. p. over all business affairs of 
AM and TV network programs and will handle all contracts affecting 
network talent, program rights, etc. Frank B. Falknor, former assistant 
general manager of WBBM, Chicago, is new v. p. in charge of program 
operations; Sig Michelson, formerly of WCCO, Minneapolis, is new 
vice-president and director of public affairs, replacing Davidson Taylor, 


who has resigned. 


Kintner Succeeds Woods as ABC President 


New YorK—Robert E. Kintner, executive vice-president of American 
Broadcasting Co., has been elected president of the network. He suc- 
ceeds Mark Woods, who has been named vice-chairman of the com- 
pany. Mr. Woods had been president of ABC since 1942. Mr. Kintner, 
who has only been in radio five years (AA, Dec. 12), becomes, at 40, 
the youngest president of a major network. 


(Additional News Flashes on Page 39) 


Depression Never Came; 
AA Reviews Trends and 
Shifts in Ad World 


By JOHN CRICHTON 


New YorK—The year 1949 will 
probably be recalled in marketing 
history as-the year a depression 
didn’t arrive. 

Out of a welter of uncertainty, 
business rallied in the second half 
to make it one of the most pros- 
perous in history. Also, 1949 was a 
year when no one bothered to pre- 
dict the advent of the buyer’s mar- 
ket—it was obviously already here. 

Early in the year, the Bureau 
of the Census disclosed that, for 
the first time in history, average 
family income for the U. S. was 
$3,000. The Magazine Advertising 
Bureau disclosed that nearly half 
of the ads run in general maga- 
zines in 1948 were in color. Two 
new products, ammoniated denti- 
frices and antihistamines, rocked 
the drug business, and in an ever- 
increasing number of homes the 
family circle was broadened to in- 
clude the television set. 

The top advertising stories of the 
year were trend stories: the rise 
of the new drug products, the con- 
tinuing swing to TV by advertis- 
ers, and the final, inevitable shake- 
downs as advertising returned with 
a jolt to competitive selling. 


ADVERTISERS 


Henry Kaiser protested the terms 
of Regulation W in January; later 
in the spring the company bade 
farewell to Morris F. Swaney, 
which had been his agency since the 
motor company began, and ap- 
pointed William Weintraub & Co.; 
before the year was through, the 
company canceled its sponsorship 
of Walter Winchell, got an RFC 
loan, and was intent on producing. 
a new low-price car... Raleigh 
cigarets returned to coupons... 
Procter & Gamble set up a radio, 
TV and film subsidiary, tapped 
Biow for two new products, Joy 
and Lilt, and later named Young & 
Rubicam and Leo Burnett Co. to 
handle still undisclosed new pro- 
ducts...The 334rpm vs. 45rpm 
war got under way, and at year’s 
end it looked as if 33% and Co- 
lumbia had won...Ronson left 
Cecil & Presbrey to go to Grey 
... Block Drug launched Amm-i- 
dent, beat the field to powder, then 
to paste. By fall, nearly every ma- 
jor drug company had an entry in 
the ammoniated handicap. 


a T. K. Quinn, onetime GE won- 
der boy, wrote and published “I 
Quit Monster Business,” and 
shortly thereafter saw Monitor 
Equipment Co., of which he was 
president, go through reorganiza- 
tion... Walter D. Fuller, president 
of Curtis Publishing Co., warned 
that the percentage of income spent 
on advertising had been allowed to 
drop dangerously low... 

The National Industrial Adver- 
tisers Association’s board okayed 


(Continued on Page 36) 
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WDET-FM Appoints Two 


William Travis, formerly with 
Leland K. Howe Associates and 
Chernow Co., has joined the sales 
staff of WDET-FM, Detroit. Jerry 
Sherman, formerly with Wolfe- 
Jickling-Conkey, Detroit agency, 
has been made news editor and 
special events director. 


Dan B. Miner Moves Olfice 
Dan B. Miner Co., Los Angeles 

agency, has moved its offices to 

= own building at 304 S. Kingsley 
v. 


‘Tribune’ Increases Rate 

The Winnipeg Tribune will in- 
crease its general advertising rate, 
effective March 1, from 15¢ to 16¢ 
per agate line. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


Inc 


by Burn-Smith Co 


ABC, CBS and NBC Statements 
Stress TV Gains; ABC Had Sales Dip 


New York—David Sarnoff, 
chairman of the board of Radio 
Corp. of America, has predicted 
that within five years there will 
be 20,000,000 television receivers 
in American homes, with a view- 
ing audience of approximately 
75,000,000. In February RCA will 


make its 1,000,000th TV set, he 
said. 
“In 1949, television began to 


exert a powerful impact on the 
entertainment habits of Ameri- 
ca,” Mr. Sarnoff said in a year- 
end statement. “Home life, educa- 
tion, news, politics, sports and all 
forms of entertainment are be- 
ginning to realize the social and 
economic import of this new art, 
for there are 3,700,000 receivers 
in use. 

“A comparison of this figure 
with the 61,000,000 radio sets in 


| the United States reveals the 


great potentials of television’s 
further growth. Eventually, every 
radio home should be a television 
home.” 

Among the outstanding achieve- 
ments in radio-electronics in 1949, 
according to the RCA executive, 
were: (1) “Development of the 
RCA all-electronic, high-defini- 
tion compatible color TV system 
now being field tested and (2) in- 
troduction of the RCA 45rpm sys- 
tem of recorded music, featuring 
the simplest and fastest phono- 
graph record changer ever devised 
and providing the best quality of 
reproduction.” 


e An annual statement by Rob- 
ert E. Kintner,. executive vice- 
president of American Broad- 
casting Co., which followed an 


5a Bes Moines Sunday Register 


re 


"Does it every day! Salutes the Des Moines 
Sunday Register for its lowa-wide coverage!’’ 


So will you. It’s the answer to every sales manager’s prayer! 

The Des Moines Sunday Register is really a state-wide 
paper. Its 500,000 circulation reaches 7 out of 10 of a// lowa 
families. Only nine other cities boast newspapers as big! 

The Iowa Market? The best—a prize double feature. As 
an urban market, it surpasses cities like San Francisco or 
Cleveland. As a farm market it can’t be touched. Iowa’s 
32.8% growth in income last year led the nation. 


More good news: you can reach this prize market at a 


milline rate of only $1.63 in the Des Moines Sunday Regis- 
ter—one of America’s first seven Sunday newspapers in 


general advertising linage! 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv TRIBUNE 


SMILING IRISHMEN—Steve Mahoney, of 
Burke, Kuipers & Mahoney, past presi- 
dent of New York chapter of American 
Association of Newspaper Representatives, 
greets Jack Flanagan, of McCann-Erick- 
son, president of Media Men's Associa- 
tion, at the AANR Christmas party for 
media men. 


earlier one by ABC President Mark 
Woods, said the network ended 
the year with gross radio sales 
of approximately $42,300,000, com- 
pared with $44,300,000 in 1948. 

Mr. Kintner said the year’s 
activities had been highlighted by 
the “completion of our program 
for plant facilities for television 
operation...which was accom- 
plished by capital expenditures of 
more than $8,000,000.” 

He said American has spent $3,- 
700,000 on its New York TV center 
and $1,250,000 on its Hollywood 
video plant. 

Mr. Woods emphasized the big 
strides of TV during the past 12 
months in his statement. 


s Outstanding among the radio 
developments of the year, he said, 
was ABC’s move to make network 
radio available to smaller adver- 
tisers. 

ABC’s procedures to attract such 
advertisers, Mr. Woods pointed out, 
include “sales of time on a less 
than 13-week cycle basis; the ’25 
and ’5 plan, under which an ad- 
vertiser can buy 25 minutes of 
time in the morning and 5 minutes 
in the afternoon instead of a single 
30-minute segment, spreading his 
message to a far wider audience at 
no greater cost; and the setting up 
of custom tailored networks for 
advertisers who need only specific 
market areas.” 


se Frank Stanton, president of the 
Columbia Broadcasting System, re- 
ported record radio and television 
time sales for the network in a 
year-end statement. He said TV 
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sales alone increased more than 
tenfold. 

Mr. Stanton called attention to 
CBS’ unique rating position—“16- 
of the top 20 Nielsen nighttime J 
programs and 9 of the top 15 
Hooper nighttime shows.” He add- 
ed that the network is leading in 
daytime radio ratings and “has 
more top-rated programs than any © 
other TV network.” 

In facilities he said the radio net+ 
work had increased from 179 to 
185 stations and the TV network 
from 24 stations to 56. 

The Columbia executive also 
pointed with pride to ihe long list 
of stars who joined the CBS line- 
up during 1949 and to the “in-* 
creased public acceptance ac- 
corded” Columbia Records’ long- 
playing records. 


Philco Promotes Hardy, 
Gillies and Ogilby 


Philco Corp., Philadelphia, has 
appointed Larry F. Hardy, form- 
erly vice-president in charge of 
the television and radio division, 
president of the division. Joseph H. 
Gillies, vice-president in charge of 
television and radio operations, has 
been named vice-chairman of the 
executive committee of the tele- 
vision and radio division. 

Frederick D. Ogilby, formerly 
manager of television sales, has 
been appointed vice-president for 
sales of the television and radio di- 
vision of Philco. 


Ad Net Adopts Standards 


Midwestern Advertising Agency 
Network has issued a four-page 
brochure outlining standard terms 
and conditions of agency opera- 
tions. The brochure is intended to 
be used as the basis of the letter 
of agreement between client and 
agency, and outlines details of the 
advertiser-agency relationship. It 
is available from member agen- 
cies or from Chester A. Gile, sec- 
retary-treasurer of the agency net- 
work, 405 Thorpe building, Min- 
neapolis 2. 


Two Appoint Wakefield 


Charles Anthony Shops, San 
Mateo and Berkeley, and the Great 
Western Furniture Store, San 
Francisco, have placed their ad- 
vertising with Wakefield Advertis- 
ing Agency, San Francisco. 


Two Name Van Slyck Agency 


Phil Van Slyck Advertising 
Agency, San Francisco, has been 
appointed to direct the advertising 
of Schwarz Sausage Co. and Air- 
borne Flower & Freight Traffic 
Inc. 


Sales recipe with the right flavor f 


FLEXIBILITY. Sales impact directed 
at one town, ten towns, or over 
1400 cities and towns... advertis- 
ing pressure directed where and 
when you want it —That’s flexibil- 
ity that pays sales dividends when 
you specify GOA. Let us show you 
how to hit selected markets and 


hit them hard. Write today for 
full information, General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


* Covers1400 
“leading cities 
and towns 
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How to pick an 
for Television 


Is the agency outstanding for 
its television shows? 


Young & Rubicam's network 
television shows (Fall, 1949): 


Arthur Godfrey's Talent Scouts— Monday, CBS— 
Thomas J. Lipton, Inc. 


Silver Theater— Monday, CBS—International Silver 
Company (International Sterling, 1847 Rogers Bros.) 


The Goldbergs— Monday, CBS—General Foods 
Corporation (Sanka Coffee) 


agency 


In picking an agency 


for television, an 


advertiser should ask 


two main questions: 


The Bigelow Show, Starring Dunninger and 


Paul Winchell—Wednesday, CBS—Bigelow-Sanford 
Carpet Co., Inc. 


Crusade in Evrope—Thursday, ABC—Time, Inc. 


We, The People—Friday, NBC—Gulf Oil Corpora- 
tion 


Hollywood Screen Test— Saturday, ABC — Duffy- 
Mott Company, Inc. 


The Fred Waring Show—Sunday, CBS— General 
Electric Company 


The Aldrich Family—Sunday, CBS—General Foods 
Corporation (Jell-O Family of Desserts) 


The Goodyear Paul Whiteman Revue — Sunday, 
ABC —The Goodyear Tire & Rubber Company, Inc. 


Q. 


Is the agency outstanding for 
its television organization and 
experience? 


Young & Rubicam’s television organization: 


A department of 94 people, capable of handling every 
phase of building, buying and producing television 
programs. 

Production staff comparable to that of the major 
television networks (22 producers and directors). 


Motion picture unit whose members have a total of 
75 years’ experience in film making, from script writing 
to producing major motion pictures. 


Commercial staff of 21 supervisors and writers. 


Casting directors, scene designers, costume design- 
ers, speedwriters, art directors and property men. 


Young & Rubicam’s television experience 
(some highlights) : 
Has conceived, developed and produced the majority 
of its own network shows. 


Served as production and program counsel for tele- 
cast of the Republican and Democratic National Con- 
ventions. 


First agency to produce a regular program simul- 
taneously on television and radio (WE, THE PEOPLE). 


First agency to present an all-film documentary made 
expressly for television (CRUSADE IN EUROPE). 


In the past two and a half years, Y&R has produced 
over 750 television spots for 33 different products. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto MexicoCity London 
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Both Big, Small 
Business Needed, 
Truman Advised 


WASHINGTON—The Council of 
Economic Advisers told President 
Truman Thursday there is room in 
the U. S. economy both for “well 
conducted” big business and for 
small business. 


ae a ee ee 
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The council’s report, devoted ex- 
clusively to an examination of gov- 
ernment-business relationships, 
pointed to big business’ “unique 
facilities for scientific and develop- 
mental experimentation,” and 
small business’ “display of indivi- 
dualism and self reliance.” 

While it said “no one wants to 
abandon or vitiate the anti-trust 
policy,” still “it is important to 
realize that our industrial prob- 
lems have changed continually and 
require recurrent examination.” 


e It was the second administration 
document in a single day stressing 
the fact that the nation’s future 
prosperity requires a “favorable 
climate” which will encourage bus- 
iness expansion. 

The other, a report by Secretary 
of Commerce Charles Sawyer, said 
diminishing profit margins are the 
single most unfavorable factor in 
the 1950 business outlook. (See 


“In Washington,” Page 24.) 

Mr. Sawyer suggested measures 
to encourage business expansion, 
including steps to increase sources 
of credit available to small busi- 
ness, and to enact tax law changes 
which would enable small business 
to hold back earnings for purposes 
of plant expansion. 


w The report of the Council of 
Economic Advisers was submitted 
as an effort to “uncover the solid 
ground on which business and 
government can deal with each 
other in ever-increasing harmony 
and trust.” 

It said the subject was urgent 
“because there has now grown to 
maturity a whole generation of 
Americans touched by the influ- 
ence of extremists who look upon 
conflict between business and gov- 
ernment as normal.” 

The report maintained that co- 
operation between “free enter- 


prise” and “free government” is 
the American answer to fascism 
and communism. It defined fas- 
cism as an effort of “free enter- 
prise” to destroy “free govern- 
ment,” communism as an effort of 
“free government” to destroy “free 
enterprise.” 


s “Although many of our prob- 
lems remain unsolved,” the re- 
port said, “our unique combination 
of free enterprise and free govern- 
ment has moved so rapidly toward 
raising the general standard of 
living that the fair hope of more 
progress by the same methods im- 
mensely outweighs the cost and 
risks, the diversions and tensions, 
and, above all, the uncertainties, 
of radical change.” 

The report says the post-depres- 
sion generation of Americans 
“should always remember that the 
breakdown of the ’30s_ resulted 
from errors on the part of both 
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COLORADO FAMILIES 


BUY MORE 


...and THE DENVER POST ses hem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 


THE DENVER POST GIVES YOU 


AMONG THE 48 STATES 
Colorado—with $1,423,000,000 Retail Sales—ranks: 


Ist 
3rd 
6th 


8th 
Family 


14th 


SALES DATA: 


SOURCES 
Survey of Buying Power 
May 10, 1949 
CIRCULATION: A.B.C. Publisher's Statement 
September 30, 1949 


in General Merchandise Sales Per Family 

in Total Retail Sales Per Family 

in Drug Sales Per Family 

in Furniture, Household, and Radio Sales Per 


in Food Sales Per Family 


Through Its Sunday Roto, Comic, and Magazine 


Sections: 


99% Coverage of Metropolitan Denver 
93% Coverage of Retail Trading Zone 
71% Coverage of Entire State of Colorado 
392,031 Total Circulation 
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government and business; that 
most practical measures for re- 
covery; and that both must admit 
imperfection because recovery was 
incomplete until the war restored 
maximum production and employ- 
ment.” 

The report said extremists 
should not range either govern- 
ment or business “along with the 
angels or the devils.” “It should be 
recognized,” it said, “that it is 
a primary function of government, 
representing the whole people, to 
view the economy as a whole and 
to propose general measures. It is 
the function of business, as the 
main operators of the going econo- 
mic system, to be conservationists, 
if not conservative, and to be wary 
about discarding workable ma- 
chinery before better’ machinery 
has been clearly tested.” 


both joined in shaping some of the b 


a In its discussion of business 
size and practices, the council said 
small business should be protected 
from any predatory practices by | 
its larger neighbors, and all busi- 
ness should be protected against 
unfair competitive practices by 
units of any size. 

“Yet the truth, at least in part, 
is that small business is threatened 
not primarily by big business but 
rather by big instabilities in the 
economy. When the economy at- 
tains full prosperity and is moving 
upward, small business in general 
does very well; but when the eco- 
nomy hits the toboggan, many 
small business men are ruined not 
because they are less efficient than 
big business, but because they are 
weaker and have fewer sustaining 
resources.” 

The report sees “increased ap- 
preciation” by business of the role 
of government in modern econo- 
mic society. This role, it claims, is 
to encourage an orderly expansion 
of the economy. 


s Renouncing the theory, widely 
held in depression years, that gov- 
ernment must provide the dy- 
namic force for renewed growth, 
the report holds that expansion is 
to be achieved by creating a “fa- 
vorable climate” for the business 
system to grow. 

The report says the government 
accepts the fact that expansion of 
total production and income is far 
more significant than measures to 
redistribute the current product. It 
warns, however, that efforts to 
improve the lot of the underprivi- 
leged cannot be postponed until 
they can be lifted to reasonable 
levels “by the lever of general 
growth.” 


Bousquet Made Executive V. P. 
of Chambers & Wiswell 


Robert E. Bous- 
quet has been ap- 
pointed executive 
vice-president of 
Chambers & Wis- 
well, Boston. He 
was with Lever 
Brothers Co. for 
25 years, most 
recently as as- 
sistant advertis- 
ing manager in 
charge of Lux 
products. 

Mr. Bousquet’s 
appointment becomes effective 
Jan. 3 


Robert Bousquet 


Circulation Council Formed 

An independent business paper 
circulation group which was 
formed recently (AA, Dec. 19) 
will be known as Business Publi- 
cations Circulation Council. The 
group will meet the first Wednes- 
day of each month at the Hotel 
Bedford, New York. 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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NOW...NATIONAL COVERAGE 


Yy Cocle, Magazine 


circulation to be increased by 25.5 % 


with April issue 


The Kroger Co., third largest grocery chain, 
will start with 400,000 copies monthly 
in 2,207 stores... boosting Family Circle's 
cash-and-carry circulation to 
2,100,000 housewife shoppers. 


Confidence in Family Ciccle’s editorial content — 


that’s the reason behind Kroger’s 
decision to sell Family Circle 
through its 2,207 stores serving 
1,329 cities in 19 central and 
southern states. 


Now, asa national women’s service 
magazine, Family Circle covers 
the market from coast to coast in 
1,731 counties which account for 
85% of all U.S. retail sales and 
86% of all food sales. 


* Including the Kroger Co., the 1948 
sales of the 10 major chains that 
are sales agents for Family Circle 
were almost 3 2 billion dollars. 


Family Circle now penetrates into 
9,135 high-volume, heavily-traf- 


thy Gi Ly 
f 


25 West 45th Street, New York 19, N.Y. 


ficked urban shopping centers. 
Family Circle spreads its county 


FAMILY CinciE 


coverage evenly, with circulation now sold in oll the stores ; 
heaviest where retail sales are ese ¢ of these leading chains 
g . nies 


Recognition of the importance of 
Family Circle’s “cash-and-carry” 
circulation is evidenced by Family 
Circle’s steady growth in adver- 
tising linage and in number of 
advertisers. Advertising revenue 
climbed 20% in 1949, and the 
February, 1950, issue will carry 
more advertising than any previ- 
ous issue in our 17-year history. 


1948 Sates 
volume 


Send your advertising message 
into the homes of Family Circle’s 
fast-growing, guaranteed mar- 
ket of 2,100,000 cash-and- 


carry buyers. 
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Moriarty Joins ‘Esquire’ 

Robert D. Moriarty, formerly on 
the sales staff of National Transit- 
ads, has joined the classified ad- 
vertising sales staff of Esquire, 
New York. 


Scott Heads Cleaner Makers 

George H. Scott, head of Scott 
& Fetzer Co., Cleveland, has been 
elected president of the Vacuum 
aged Manufacturers’ Associa- 
tion. 


Roger Brown Inc. Succeeds Ferris Co. 


New York—Roger Brown Inc. 
has become successor to the Earle 
Ferris Co., public relations organiz- 
ation. Practically all stock in the 
predecessor company has been ob- 
tained by Mr. Brown, who is the 
new president, a position he has 
held in the Ferris company since 
January, 1949. Mr. Ferris will 
serve as chairman of the board. 


8x10 genuine glossy photos 


AS HN oO CHART—Size 8x10 


in quantities 


FOR ALL PURPOSES 


Sharp, clear crisp! Prompt Delivery 


PHOTO: | 
“=e MATIC CO. | 


—Tis__ Ph: WH itehall 4-2930 
53-59 E. IMinois St. 
Chicago 11, Iilinois 


The new company will continue 
to handle the public relations and 
product publicity for Minnesota 
Mining & Mfg. Co., St. Paul; Mo- 
torola Inc., Chicago; Armour & 
Co., Chicago; Ayrshire Breeders 
Association, Brandon, Vt., and 
other clients. 

Before joining Ferris, Roger 
Brown had been a public relations 
executive of the Studebaker Corp. 


| Hudepohl Names Stockton 


Hudepohl Brewing Co., Cincin- 
nati, has appointed Stockton, West, 
Burkhart, Cincinnati, to direct its 
account, effective Jan. 1, following 
the resignation of L. F. McCarthy 
& Co., which has been handling 
Hudepohl’s advertising. 


Modesto Names O’Rourke 


Modesto Refrigerating Co., Mo- 
desto, Cal., has appointed John 
O’Rourke & Associates, San Fran- 
cisco, to direct its account. Trade 
publications and direct mail will 
be used. 


Root-Mandabach Moves 


Root-Mandabach Advertising 
Agency has moved its offices to 
677 N. Michigan Ave., Chicago 11. 
Kondon Mfg. Co., Minneapolis, has 
appointed the agency to direct its 
account. : 


Appoints Erwin, Wasey 

Fleury-Bissell Ltd., Elora, Ont., 
has appointed Erwin, Wasey of 
Canada, Toronto, to direct the 
company’s advertising for farm 
equipment in both Canada and 
the United States. 


They spend the most 


where the most is spent 


Copyright 1949, 
The New Yorker Magazine, Inc. 


mugen 


“Hello, Larry. You know everyone, I suppose?” 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas where most of 


the retail dollars are spent. Top stores in those rich areas have proved (by checking charge 


accounts) that NEW YORKER subscribers are top spenders. They are perfect prospects for 


all luxuries, including travel. They go to the best places in the best style . . . which explains why 
THE NEW YORKER carries more hotel and resort advertising than any other magazine. 
They spend the most where the most is spent. 


SELLS THE 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


PEOPLE OTHER PEOPLE COPY 
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AFA Redoubles 
Promotion Effort 


for Advertising | 


New YorkK—Advertising Feder-— 
ation of America’s campaign to’ 
acquaint consumers with the facts _ 
on how much advertising costs_ 
them is moving at a fast rate. The’ 
federation has received orders for” 
more than 500 spot announcements, 


1,000 outdoor posters and nearly 


500 newspaper mats. 


The drive, which got under way 


late in October, was s!owed some- 
what by the Christmas rush, but 
it is expected to gain momentum 
again in January. The following is 
indicative of the approach and 
typical of the announcements, 
which are furnished in varying 
lengths to radio stations without 
cost: 

“ANN: Next time you look at 
your grocery bill, remember this 
interesting news: How much do 
you think is spent to advertise a 
can of a leading brand of soup? Do 
you know how much? 

“Woman: Goodness! I hear and 
see soup advertising all around. I’ll 
bet it’s plenty. 

“Man: I'll bet half the price we 
pay for soup is poured out in ad- 
vertising. 

“ANN: Well, that’s just why it’s 
time someone came out with the 
facts. Actually, less than one-third 
of a cent per can is spent advertis- 
ing big-name brands of soup. Less 
than one-third of a penny. 

“WomaN: Why, then the adver- 
tising doesn’t cost me anything. 

“ANN: Yes, but that’s not the 
real point. By helping sell many 
cans of a particular brand of soup, 
advertising keeps the cost down 
two ways: Reduces the cost of sell- 
ing the soup, and makes mass pro- 
duction possible. 

“BABBLE OF VOICES: Why, yes. 
Of course. Why, sure. Everybody 
knows mass production helps bring 
prices down.” 


@ The federation this month starts | 


mailing letters to newspaper pub- 
lishers and advertising managers, 


particularly those in large cities — 
which haven’t been heard from yet, 


urging them to get behind the 
drives. These letters also will be 
forwarded to presidents of adver- 
tising clubs in the same cities. 

Newspapers as a whole have de- 
voted a great deal of space to the 
campaign, the federation reports, 
judging from hundreds of clippings 
pouring into the New York office. 
All the Boston papers are in, but 
most big cities, including Detroit, 
Cincinnati and St. Louis, still are 
to be heard from. 

This information drive, the third 
staged by the AFA, will continue 
until the federation’s convention 
in June, when Ralph Smith, ex- 
ecutive vice-president of Duane 
Jones & Co., and chairman of the 
committee for better public under- 


t 


oe 


its 


standing of advertising, will re- 


port on the project. 


Anderson ‘on Leave’ 

Arthur V. Anderson, advertising 
director of Newsweek, has left the 
publication due to poor health. Mr. 
Anderson will be away from the 
magazine for one year. 


Changes to a Monthly 

Starting with the January, 1950, 
issue, Motor Truck News, New 
York, will be changed from a bi- 
monthly to a monthly publication. 
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WFIL, Philadelphia . . . 
WGN, Chicago . . . KICA, Ciovis, N. Mi. 


Here's a Cross Section of the Scores of Stations 
that are Sold on M-G-M— 


KPI, Los Angeles . . . WLNH, Laconia, N. H.... 
KEYY, Pocatello, idaho .. . 


M-G-M RADIO ATTRACTIONS ARE THE BIGGEST, BOOMINGEST HIT ON THE AIR —TODAY! 


M-G-M THEATRE OF THE AIR » AT HOME WITH LIONEL BARRYMORE + HOLLYWOOD, U.S.A. » GOOD NEWS FROM HOLLYWOOD + THE STORY OF DR. KILDARE 
CRIME DOES NOT PAY + THE ADVENTURES OF MAISIE + THE HARDY FAMILY 


THE TRADE PRESS RAVES! 


Adventures of Maisie. “Topflight air adaptation of pix 
series ... zany situations . . . bright and brittie dialogue 
make snappy comedy all the way.” 


THE BILLBOARD J 


M-G-M Theatre of the Air. “In slickness of production 
this hour-long program compares very favorably with 
its network brothers. Name vaive stars.” 


Crime Does Not Pay. “Solid commercial package . . . 
slambang entertainment.” 


The Story of Dr. Kildare. “Crackerjack show . . . solid 
dramatic impact . . . rising line of tension.” 


THE NATION’S PRESS CHEERS! 


“The ‘Hardy Family’ has moved from the cameras to 
the mikes... Thanks to Mickey's peppery Rooneying.” 


ST. LOUIS GLOBE DEMOCRAT 


M-G-M Theatre of the Air. “Hollywood at its all-out 
best . . . the usual fine quality production associated 
with the film capital. Superb background music, stories 


and stars.” 
CLEVELAND PRESS 


“Offers stations an inexpensive way of competing with 
such enterprises as NBC's ‘Theatre Guild’.” 


HOUSTON PRESS 


“With all due respect to Lux Radio Theatre, and some 
of those half-hour quickies, | think you'll like M-G-M 
Theatre of the Air best.” 


THE STATIONS ACCLAIM! 


Ou 
“Cnn? We Sold a) 


2 hours © sh 1 
after buyin OWs 


Exclusive Representatives ...... MUSIC CORPORATION OF AMERICA 


598 MADISON AVENUE 430 N. MICHIGAN AVE. 9370 SANTA MONICA BLVD. 105 MONTGOMERY ST. UNION COMMERCE BLDG. 2102 N. AKARD ST. 


~ 
NEW YORK CHICAGO 


BEVERLY HILLS SAN FRANCISCO 


CLEVELAND = ~~ DALLAS 


’ 


1612 BOOK TOWER 
DETROIT BOSTON 
PHONE PLAZA 9-7500 PHONE DELAWARE 7-1100 PHONE CRESTVIEW 6-2001 PHONE EXBROOK 2-8922 PHONE CHERRY 6010 PHONE CENTRAL 1448 PHONE WOODWARD 2-2604 PHHONE LIBERTY 2-4823 


1044 LITTLE BLDG. NORTHWESTERN BANK BUILDING 


MINNEAPOLIS 
PHONE LINCOLN 7863 
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Plans to Promote ‘All-Radio’ Film 
Nearly Ready; Shows Set for 7 Cities 


New YorkK—Plans will be com-! 


pleted Thursday (Jan. 5) for the 
world premiere of the broadcast- 
ing industry’s new film “Lightning 
That Talks,” to be held here early 
in February. 

The All-Radio Presentation 
Committee, headed by Gordon 
Gray of WIP, Philadelphia, will 
meet at the Broadcast Advertis- 
ing Bureau offices to complete fi- 
nal details for the event. 

Following the showing in New 
York, which is expected to be at- 
tended by major advertisers and 
agencies, there will be showings in 


UPFLIG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


Chicago, Philadelphia, Los An- 
geles, Detroit, Boston, San Fran- 
cisco and Atlanta. Members of the 
committee are helping make ar- 
rangements for the sectional pre- 
mieres. 

Advance facts on the motion pic- 
ture have been sketchy, but it was 
produced with the specific aim of 
demonstrating the sales impact of 
radio and convincing all types of 
advertisers that radio is the buy 
for them. Subscriptions, which are 
being handled by Broadcast Ad- 
vertising Bureau, 270 Park Ave., 
have been received from nearly 
550 stations. Other stations in- 
terested in subscribing to the film 
—payment is in ratio to a station’s 
billings—should contact BAB by 
Feb. 15. 


s “Lightning That Talks” is avail- 
able to stations on 16mm or 35mm 
sound film in the following edi- 


tions: : 

1. A -45-minute version “that 
puts the full story of radio before 
any audience of business men, up 
to the topmost management, right 
in your own community.” 

2. A 20-minute version suitable 
for showing at sales meetings, 
luncheons, etc. 

3. A 20-minute educational film 
edited for showing at schools, par- 
ent-teacher meetings, women’s 
clubs, etc. 


NBC's AM-TV Split Reaches 
Station Relations Dept. 


Sheldon B. Hickox Jr., formerly 
manager of NBC’s station rela- 
tions department, has been named 
director of the network’s newly or- 
ganized television station relations 
department. The establishment of 
this department, which will oper- 
ate entirely separately from its 
radio counterpart, is the latest 
step in NBC’s movement to divorce 
its radio and video operations. 

Easton C. Wooley continues as 
director of the station relations 
department of the sound broad- 


casting division. 


Sawyer Says Ad 
Committee Will 
Serve Business 


WASHINGTON—Secretary of Com- 
merce Charles Sawyer indicated 
Thursday that the Commerce De- 
partment’s newly organized ad- 
vertising advisory committee will 
be more than a technical commit- 
tee to help the department serve 
the advertising industry. 

Announcing the selection of a 
chairman and two vice-chairmen 
for the 19-man group, Secretary 
Sawyer. expressed hope that “this 
committee will not only do a good 
technical job for the advertising 
industry but will also help the 
Department of Commerce serve 
better the interests of business.” 

His remark recalled speculation 
expressed at an informal press 
conference here following a meet- 


WHAT’S HE REACHING FOR? 


Wet hands grope for a towel. That gesture 
is of high importance to the towel industry. 
What brand is waiting on the rack? 
Cannon, in more cases than any other. 
There are reasons: 
Quality. New fashions for new sea- 
sons. Prices small enough to mean large 


Philadelphia 
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New York Chicago Detroit 


value in the shops. Merchandising which 
covers the towel market like a... well, 
like a big bath towel. And advertising 
which reaches consumers and trade through 
the largest campaign in the industry. 
Cannon Mills, Inc., has been an Ayer client 


since 1920. 


AYER & SON, INC. 


San Francisco Hollywood 


Boston 


Honolulu 
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ing of the committee on Dec. 9. 

At that time, a committee mem- 
ber reported that there had been 
some discussion of the possibility 
that the advertising group would 
assist the department and its other 
advisory groups in presenting re- 
ports and recommendations for the 
welfare of business. 

Stuart Peabody, assistant vice- 
president of the Borden Co., who 
has been se- 
lected chairman 
of the advertising 


group, said the 
main committee 
would “by ne- 
cessity” remain 
small. But he 
added that a 


number of sub- 
committees soon 
will be selected 
“to enlist the sup- 
port of a larger 
number of persons in all branches 
of advertising.” 


Stuart Peabody 


w When the group met here in De- 
cember, a committee under C. J. 
LaRoche, president, C. J. LaRoche 
& Co., New York, was set up to de- 
fine the job and establish a com- 
mittee structure. 

Two other committees were es- 
tablished. One, under David Howe, 
publisher of the Free Press, Bur- 
lington, Vt., will study statistical 
services and dissemination of facts 
needed by advertising. The other, 
under Fairfax Cone, of Foote, Cone 
& Belding, Chicago, will study the 
need for an advertising unit in the 
Commerce Department (AA, Dec. 
12). 

Mr. Peabody said Thursday that 
“advertising has a vital role to 
play, and the more advertising 
brains we have working with the 
department the better.” He ex- 
pressed thanks that Secretary 
Sawyer has given advertising “this 
official recognition.” 


= In addition to Mr. Peabody, the 
committee selected two vice-chair- 
men in a poll by mail. They are 
Mr. Cone, and Phillip L. Graham, 
publisher of the Washington Post. 

Mr. Peabody long has been ac- 
tive in industry and public ser- 
vice work. He is a past president 
of the Association of National Ad- 
vertisers, past chairman of the 
Advertising Research Foundation 
and a director of the Advertising 
Council. 

He has been with Borden since 
1924, when he became advertising 
director of the Borden Sales Co. 
In 1930, he became director of ad- 
vertising for the Borden Co. and, 
in 1946, assistant vice-president for 
advertising and public relations. 

Mr. Cone is a director of the 
Four A’s, the Advertising Federa- 
tion of America and the Advertis- 
ing Council. A former vice-presi- 
dent of Lord & Thomas, he is 
chairman of the board and is in 
charge of Foote, Cone & Belding’s 
Chicago operation. 

Mr. Graham is a director of the 
Advertising Council, the Commit- 
tee for Economic Development, 
and other organizations. In addi- 
tion to being publisher of the 
Washington Post, he is president of 
WTOP Inc., Post-controlled radio 
station. 


Ballantine Airs Telecast 

P. Ballantine & Sons, Newark, 
sponsored a special New Year’s 
Day telecast over NBC covering 
the newsreel highlights of 1949. 
The brewer takes over as sponsor 
of “Believe It Or Not” on NBC- 
TV starting Wednesday, Jan. 4. J. 
Walter Thompson Co. is the 
agency. . 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


inc 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
() One Year at $3.00 [) Two Years at $5.00 () Three Years at $6.00 
[] Payment enclosed [7] Bill me later [] Bill my firm 


Title. 
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Another round-up of new pack- 
aging, advertising and display 
developments, produced by the 
United States Printing and Litho- 
graph Company to help aggressive 
merchandisers step up their sell- 
ing programs in today’s highly 
competitive markets. 


The Fighting Fifties Call For 


EVEOMATIC 


Selling 


The selling heat is on! As never before 
your organization needs 


@ colorpowered labeling and pack- 
aging that draws customers to Your 


product 
@ colorpowered displays at point-of- — . 
sale that convert shoppers into PACKAGES OF GOOD CHEeR—U-S facilities for HIGH READERSHIP—produced for Grosset & 
buyers producing fine packaging is illustrated by this Dunlap and Wonder Books, Inc. by U-S. 
wide ey of Schenley gift cartons express- a beautifully illustrated story books 
| e col ed outd ters th ing the distinctive individuality and sales make the same appeal to youngsters as other 
‘ aires indelible per A sg cop appeal of each brand—plus a seasonal urge to U-S printed material makes to their fathers 
buy now. and mothers. 


@ colorpowered folders, booklets, rec- 
ipe books and calendars that pre- 
sell prospects. 


If you're looking for merchandising 
ideas, creative designs and expert 
handling of color and reproduction, 
you can bank upon U-S for a com- 
pletely coordinated service from 
‘package to poster.” 


Pisin 
oeuvre 
Right Now! You should talk to a 


U-S representative about your 
1951 calendar. 


—.26Se 


a a 


THE BEST IN POSTERS—selected by Heinz to ANOTHER U-S MILESTONE — new United States 
convey the message that “‘your baby deserves Printing and Lithograph Company plant lo- 
the best.”’ Here is another example of poster cated at Redwood City, California near San 
perfection as achieved at U-S for many of the Francisco completes a nation-wide chain of 
nation’s leading advertisers. production units designed to round out U-S 
sales and service facilities to American busi- 
ness from coast to coast. » 


Wuir baby Bese 
THE BEST 


p 
mG 0 we me p b 


THE ILLUSTRATION OF BIG BEN BY BIONDI on the con ot PROMATIC css 
reverse side of this page dramatizes the coming 
year’s need for EYE-O-MATIC Selling—another 
graphic portrayal of an idea planned and pro- 
duced by U-S. 
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BIG BEN, the 13'4 ton chime 
of London's famous West- 


minster clock—heard around te. 
the world as it proclaims each ar 
New Year. ag 

mi 


Turn the oye Of (950 on your product 7 


with u-s FYVEOMATIE seine : 


Face the competitive challenge of the “fighting fifties” with / na 


one source of responsibility for Labels...Wrappers.. . tis 
Folding Cartons... Point of Purchase Displays . . . Outdoor in 


Posters... Calendars... Direct Advertising Literature. Fe 


THE UNITED STATES PRINTING sic 
AND LITHOGRAPH COMPANY | 


Executive Offices: Cincinnati 12, Ohio + Sales Offices in Principal Cities + PLANTS: Baltimore, Md.=-Cincinnati, O.-Erie, Pa.—Mineola, N.Y.~Redwood City, Calif.— St. Charles, Ill. / na 
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Production and Use 
) of Plastic Products 
‘Reach Record Levels 


Cuicaco—Three new records 
were chalked up by the plastics 
industry during 1949, industry 
leaders said here as they completed 
plans for the fourth National 
Plastics Exposition to be held next 
March. 

The new records are: 

1. Production during the year 
hit 1.5 billion pounds of plastic 
raw materials. 

2. The per capita use of plastics 
reached an all-time high of ten 
pounds. 

3. The industry has largely com- 
pleted a postwar plant expansion 
and improvement program in- 
volving more than $100,000,000. 


ws While production of all types 
of synthetic resins, from which 
plastics are made, was estimated 
at 1.5 billion pounds, the value of 
all plastic products for 1949 was 
set at $1 billion. These figures are 
based on U.S. Tariff Commission 
data and approximated by the So- 
ciety of the Plastics Industry. 

Producers of consumer products 
accounted for about half of the 
basic plastic materials, while the 
remainder went to companies 
whose products are used in the 
final assembly of finished goods 
in other industrial categories. 


= Per capita consumption, the in- 
dustry says, has risen to approxi- 
mately 10 pounds from 0.4 pounds 
in 1928. The figure was 1.7 pounds 
in 1938 and 9.3 pounds last year. 
Industry leaders expect per capita 
consumption to reach 14.7 pounds 
by 1953, based on a projected out- 
put of 2,200,000,000 pounds of 
plastics. ‘ 

The national exposition, to be 
held here March 28-31, will be 
the first all-industry show since 
September, 1948. William T. Cruse, 
New York, executive vice-presi- 
dent of the society, said orders for 
exhibit space are ahead of those 
for the previous show and that a 
record number of new processes 
and products may be displayed. 


WXYZ-TV Starts New Show 
But It's Not for Sale 


WXYZ-TV, Detroit, has launched 
a regularly scheduled early after- 
noon program, “Pat ’n’ Johnny,” 
which will not be for sale. James 
G. Riddell, station manager, said 
the program will be given an ex- 
te..ded experimental trial run. “We 
are not asking advertisers or their 
agencies to gamble on this experi- 
ment,” Mr. Riddell said. “Only if 
this early afternoon programming 
proves itself to be worth while 
will it be opened to advertisers.” 

“Pat ’n’ Johnny” features Disc 
Jockey Johnny Slagle and Pat 
Tobin in a light musical program. 
They conduct elebrity interviews, 
demonstrate new gadgets and toys 
and supply the continuity for the 
program from 2:30-5 p. m. 


Sprout, Waldron to Goerl 


Sprout, Waldron & Co., Nuncy, 
Pa., manufacturing engineer, has 
named Stephen Goerl Associates, 
New York, to direct the adver- 
tising of its processing equipment 
for the chemical, food and tobacco 
industries. The agency already 
handles the advertising for the 
Fellet Mill, pulp and paper divi- 
sion, plus the company’s institu- 
tional advertising. 


Ford Promotes Kimbrough 


W. E. Kimbrough has been 
named manager of the Ford Di- 
vision department of the Ford Mo- 
tor Co., Detroit. He was formerly 
assistant manager of the Ford Di- 
vision truck and fleet sales de- 
partment. 


Miller Promotes Willert 

K. R. Willert, production man- 
ager, has been appointed service 
manager of M. Glen Miller, Ad- 
vertising, Chicago. 


Weiner Appoints Eddy 

Robert Eddy has been named 
art director of J. J. Weiner Adver- 
tising, San Francisco. He formerly 
held the same position with the 
Chicago office of Foote, Cone & 
Belding. 


Names Eugene L. Raymond 


Cigar Institute of America, New 
York, has named Eugene L. Ray- 
mond, previously radio-television 
director and field representative, 
as an associate director. 


To Guild, Bascom & Bontigli 


Merritt Willey, formerly with 
Reuben H. Donnelley Corp., San 
Francisco, has been named man- 
ager of the food marketing depart- 
ment of Guild, Bascom & Bonfigli, 
San Francisco agency. 


Gets Baseball Club Account 


Abbott Kimball Co., San Fran- 
cisco, has taken over the adver- 
tising account of the San Fran- 
cisco Baseball Club, owner of the 
San Francisco Seals. 
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SHORTEST DISTANCE 
O BETWEEN TWO POINTS... 


Here’s the only food selling medium of its kind in 
the rich Los Angeles market! Filled with tempting ‘ 
recipes, down-to-earth budget menus and kitchen 
tested ideas, this separate, easy-to-save, Thursday 
Mirror Food Section is a real hit with housewives! 
Let a Mirror representative show you copies, explain 
how your Los Angeles food advertising can look big- 
ger, produce more sales, cost less, in THE MIRROR! 


Del Monte ... a MIRROR advertiser 
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OSTEO ) 


In Los Angeles 


you'll look BIGGER in... 


VIRGIL PINKLEY, 
EDITOR AND PUBLISHER 


REPRESENTED BY O’MARA & ORMSBEE, Inc. 


New York °¢® Detroit © San Francisco 


Chicago °® 
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1950: Back to First Principles 


There is almost unanimous agreement among those whose business 
it is to analyze the economic weather that 1950 should be a good year, 
but not an easy one. 

The basic factors which make for brisk business, continued high 
employment and satisfactory profits seem still to be with us. Yet there 
can be no question that business will no longer be availab.e, like 
luscious fruit in the Garden of Eden, merely at the outstretching of a 
lackadaisical hand. 

The while we religiously forswear any ability to see into the fu- 
ture, it does seem as though 1950 might come as close to being a “nor- 
mal” business year as any year can be in this abnormal world. And 
perhaps we should hasten to explain that a “normal” year, by our 
definition, is one in which business is good for those who are intel- 
ligent. and aggressive enough to make it good, but not so good that an 
open transom substitutes for either inspiration or perspiration. 

Among the other things that ought to happen during 1950, and must 
happen if business is to continue being good, is an increase in pro- 
ductivity all across the board. 

Increased productivity has come to be understood among business 
men as a term to be associated with what is called “labor.” But man- 
gagement can increase its productivity, too, and must of necessity do 
so if it is to get its share of available business this year. Just as is true 
with “labor,” so the productivity of management can also be increased 
sby greater skills, greater application to the task in hand, and greater 
concentration of effort on the job to be done. 

It is just as easy—and far more costly—to waste time and effort 
in the “front office” as it is out in the shop. It is just as easy for man- 
agement to coast as it is for the janitor or the boys on the assembly 
line. And it is just as easy—and about as usual—for management to 
dissipate its energies cussing the boys in the shop and the govern- 
ment, as it is for the boys out back to devote their efforts to cussing 
management. 

It looks as though 1950 will not be the kind of year in which lux- 
uries of this kind, indulged in either by management or by employes, 
can be successfully endured. 


The Style Battle in Automobiles 


K. T. Keller, president of Chrysler Corp., threw down the gauntlet 
on the style front when 1950 models of the four Chrysler lines were 
shown to the press last month, and when he said, in recent newspaper 
Jas advertisements, that “nothing you want in comfort, safety or per- 
- formance has been sacrificed for styling.” 

It will be interesting, to say the least, to watch the battle over au- 
tomotive styling as it progresses this year—a year in which it is al- 
ready apparent that automobiles of all types, weights and sizes will 
require serious selling. 

The style battle in the automotive field may turn out to be a wordy 

kirmish with very little real significance, or it may prove to have 
major importance far beyond the confines of the automotive business. 

That there is an incipient revolt against extreme styling seems quite 
obvious; but whether this “revolt” represents a futile rearguard action 
on the part of die-hard conservatives on the style scene, or a ground- 
swell of opinion which feels that styling has succeeded in escaping the 
bounds of functionalism, remains to be seen. 

What happens in the automotive industry during this year may be 
an important indication of what will happen to style and design on a 
very wide front during the years to come. It will be difficult for any 
item of merchandise to escape important consequences. 


CUSTOMERS’ 
OWN SKINS 
MADE UP 


hl 


—Courier, a Norman Kark Publication 


What They're Saying 


Marketing Theory 

Almost every branch of 
science... has a _ well-developed 
body of theory to go with it. That’s 
also true in some branches of bus- 
iness, such as production or inter- 
national finance. But not market- 
ing... 

For one example of the attempt 
to codify the economic behavior of 
consumers, you might consult the 
most recent issue of the Harvard 
University Press’ Quarterly Journ- 
al of Economics. 

The article by Arthur P. Becker 
is entitled “Psychological Produc- 
tion and Conservation.” Becker’s 
thesis is that economists put too 
much emphasis on conventional 
methods for increasing the value 
of a product—such as changing 
its form (from corn to corn flakes, 
for example) or its location (mov- 
ing it to market). There are other 
ways, says Becker—pyschological 
ways—to increase value. In fact, 
the real test of the value of a piece 
of merchandise, he says, is the 
consumer’s satisfaction with the 
product after he has bought it. 

The consumer gets his own per- 
sonal economic satisfaction into 
balance, says Becker, when he 
achieves a “psychic equilibrium” 
between (1) the amount, the 
quality and the degree of apprecia- 
tion of goods he already has; and 
(2) the amount, the quality and 
the intensity of desire for goods 
in general—both those he has and 
those he doesn’t... 

Creating a new desire throws 
the equilibrium out of balance and 
makes the consumer want more or 
better goods. 

The conclusion that marketing 
men can draw from Becker’s anal- 
ysis is this: Selling goods depends 
on keeping the consumer from get- 
ting into equilibrium and shun- 
ning the stores. But experienced 
marketers will add this to Becker’s 
theory: Destroying the consumer’s 
psychological satisfaction with 
something he has just bought can 
have bad effects, too... 

But who’s to say whether psy- 
chological obsolescence is good or 
bad? The important thing to real- 
ize about psychological production 
and destruction is that they exist 
and can be turned to a seller’s 
advantage or disadvantage. 


Becker’s analysis of an individ- 
ual’s economic equilibrium helps 
to point up the difficulty in devel- 
oping a foolproof body of market- 
ing theory. Even so, marketing 
men can develop a framework of 
sound methods for the distribution 
of goods. Techniques, still un- 
thought of, will eventually get 
more and better goods into con- 
sumers’ hands—more efficiently— 
even though the mind that makes 
the buying decision still defies 
pigeonholing. 

—Business Week, Dec. 10, 1949. 


Science and Humanity 

When any new engineering pro- 
ject is now proposed, its validity 
and eventual success is seldom 
questioned. Faith in the engineer 
has been established because of 
his recognition of known facts. 

When similar programs per- 
taining to human relations are 
undertaken we find an entirely 
different situation. Each project 
has its proponents and its oppon- 
ents. There is seldom any sem- 
blance of agreement. Everyone 
seems to think he knows as much 
about it as does anyone else. We 
argue and debate endlessly with 
much confusion and delay. 

Unlike the recently learned 
formulae and factors which ap- 
ply in the engineering world the 
codes of human behavior were 
presented to the human race in a 
very early period, yet there is far 
less agreement upon these matters 
of immensely greater importance. 

Some say man has becorne ma- 
terialistic, and is more worshipful 
of science than of the Creator. 
Perhaps our scientific and engi- 
neering accomplishments have not 
been properly interpreted. The 
truths so acquired should all be 
adapted to a better understanding 
of the similar truths about human 
behavior... 

The basic laws of human be- 
havior are as true and applicable 
today as when they were made 
known to mankind centuries ago, 
and they, too, are ageless. We have 
only to apply them to our present 
problems. 


—E. G. Bailey, founder of the Bailey 
Meter Co. and vice-president of Bab- 
cock & Wilcox Co., delivering the 1949 
James Clayton Lecture to the Insti- 
tution of Mechanieal Engineers in 
London. 
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Rough Proo fs 


Gladys the beautiful receptionist 
says she notices the Reader’s Di- 
gest cigaret article scared a lot of 
smokers, but apparently not quite 
enough. 


In reporting the battle over liq- 
uor ads, AA editors made a care- 
ful distinction between the Christ- 
mas spirit and Christmas spirits. 


Californians are boosting raisin 
bread. sales with a contest in which 
$21,825 will be given away, but 
the main objective will be accom- 
plished by getting people to try 
the product toasted. 


Now the Old Professor is an- 
noyed because so many writers for 
the public prints don’t seem to 
know that “trod” and “smote” are 
the past tenses of the verbs in 
question. 


Signs, remarks the Detroit News, 
point to a nifty fifty. 

That means the automotive in- 
dustry must be preparing to go 
like sixty. 


The news story says that Nash 
is getting ready to invade the low- 
price, light-weight motor car 
field, and what ever became of 
the Kaiser-Frazer project of the 
same name? 


“Most Americans, and especially 
women,” says Herbert Hoover, 
“will get mad and fight if you try 
calling them common.” 

Researchers have discovered 
they don’t even want to be de- 
nominated average. 


The Bureau of the Census is get- 
ting ready its hockey goalie togs 
as it prepares to decide in 1950 
the debate now raging between 
Philadelphia and Los Angeles as 
to which is really the third market. 


Admirers of Taylor Holmes, 
stage comedian of the yesteryear, 
welcomed their old friend back on 
Dec. 25 via television when he ap- 
peared as the Scrooge of Jerry 
Fairbanks’ “A Christmas Carol.” 


An advertising agency offers the 
right man “substantial salary, with 
no ceiling on future earnings.” 

You mean by the grace of the 
Bureau of Internal Revenue? 


Most doctors aren’t too keen 
about taking their own medicine, 
but John Giesen, the Bureau of 
Advertising’s expert on retailing, 
is going to operate a store of his 
own after Jan. 15. 


“*Yes-No’ answers in poll in- 
adequate on issue,” headlines the 
world’s greatest advertising journ- 
al. 

But don’t try to make ’em prove 
they know what they’re talking 
about. 


Did you follow Pan-American 
Coffee Bureau’s sage advice and 
make your New Year’s Eve “one 
for the road” a drink that cheers 
but not inebriates? 

Copy Cus. 
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Chevvy Campaign 


Opens; Budget 


Is $25,000,000 


10-Column Newspaper 
Ads Run Jan. 6; All TV 
Stations Carry Spots 


(Picture on Page 1) 

DetTROIT—With a greater use of 
newspaper space than ever before 
in a new-car announcement, the 
Chevrolet Motor division of Gen- 
eral Motors Corp. will blanket lo- 
cal advertising media when its 
1950 passenger cars are unveiled in 
dealers’ showrooms on Jan. 7. 

While the company refused to 
estimate the cost of its 1950 adver- 
tising, AA learned that it will 
probably run nearly $25,000,000, 
placing it well ahead of its nearest 
competitor in total advertising ex- 
penditures. 

According to W. E. Fish, gen- 
eral manager, the announcement 
campaign will appear in more than 
6,000 daily and weekly newspa- 
pers. The ads will be larger and 
more numerous than in previous 
new-car drives. 

An innovation in the campaign 
will be widespread use of televi- 
sion. Every city having a televi- 
sion station will see Chevrolet TV 
commercials. More than 500 radio 
stations will use spot announce- 
ments, and outdoor advertising will 
appear on 14,000 to 15,000 boards. 

In line with the company’s pol- 
icy, no magazine advertising is 
scheduled until six weeks after 
the local announcements. 


ea The 1950 announcement copy 
bears the theme line, “First and 
Finest at Lowest Cost.” The insti- 
tutional message repeated in the 
new advertising is “America’s Best 
Seller, America’s Best Buy.” 

The announcement campaign 
actually began shortly after Christ- 
mas when a series of six 40” pre- 
announcement teaser ads began 
appearing in newspapers in large 
cities. Two or three ads were used 
in the same issue of a single news- 
paper. These ads fixed the an- 
nouncement date. 

A second series of 90” pre-sell- 
ing ads will appear this first week 
of January. These ads, featuring 
past “firsts” for Chevrolet, will 
run in two or three newspapers 
in several cities. 

The announcement ads them- 
selves, appearing Jan. 6 and 7, are 
ten columns wide (page and a 
quarter) in major newspapers. 
This is a technique used success- 
fully by Chevrolet last year for 
the first time. The eight-column 
section features a large picture of 
the new car with features illus- 
trated in the adjoining two-column 
section. Two follow-up ten-column 
ads are to appear during the suc- 
ceeding two weeks. 


s Outdoor advertising started last 


~ Tuesday with pre-announcement 


posters, a “teaser” board telling 
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when the new car would be an- 
nounced. The announcement board, 
to be posted Jan. 6, shows a spec- 
tacular front view of the new car. 

The radio campaign features 
three spot announcements a day 
for ten days before and after an- 
nouncement day on several hun- 
dred stations. Network TV sta- 
tions will use new car spots in 
connection with Chevrolet’s two 
regular network TV shows, “Tele- 
Theater” and “Inside USA.” 

In addition, the 6,000 Chevvy 
dealers are expected to make wide 
use of newspaper, radio and tele- 
vision for their own announce- 
ment advertising. 

The Chevrolet agency, Camp- 
bell-Ewald Co., submitted sample 
ads and radio announcements to all 
dealers, and has prepared exten- 
sive campaigns for several groups 
of metropolitan area dealers. 


N. Y. CHEVVY GROUP’S 
SPOTS ON 6 STATIONS 

New YorK—Chevrolet Dealers 
Association ef New York is satur- 
ating the video airlines with spots 


EXPANDABLE—W. H. Reinhardt, at right, 

Canada Dry art director and display 

manager, and J. X. Kennelly, assistant ad- 

vertising manager, swap panels on Can- 

ada Dry’s new sign which uses 17 com- 

binations as needed for the dealer's 
available space. 


for the 1950 line of Chevrolets. Ap- 
proximately 300 sales messages 
for the new automobiles will be 
carried on six stations during the 
drive, which is running from Dec. 


27 through Jan. 11. 


The association has bought all 
available announcement time on 
WOR-TV, as well as 60 quarter 
hours weekly of the station’s af- 
ternoon “Telefax News.” Camp- 
bell-Ewald Co. is handling the 
campaign, which includes partici- 
pations as well as announcements 
on all New York stations. 

Special “New Line” commercials 
also will be used on the dealers’ 
four regular TV shows—‘Panto- 
mine Quiz” (WCBS-TV), “Famous 
Jury Trials’ (WABD), Roller 
Derby (WJZ-TV) and “Winner 
Take All” (WCBS-TV). 

Chevrolet dealers, nationally, 
yesterday (Jan. 1) sponsored a 
special 45-minute news roundtable 
over CBS. Columbia flew its news- 
men to New York from their var- 
ious posts to take part on the 
program. Edward R. Murrow was 
chairman. 


Chamberlain Signs Kennedy 


Chamberlain Sales Corp., Des 
Moines, has signed to sponsor John 
B. Kennedy in a new series of 
weekly, five-minute, Saturday 
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night news commentaries over 480 
stations of the Mutual Broadcast- 
ing System, effective Dec. 24, 
1949 (7:55-8 p.m., EST). Com- 
mercials for Chamberlain’s lotion 
are handled through Batten, Bar- 
ton, Durstine & Osborn, Chicago. 


Appoints Sanger-Funnell 

X. S. Smith Inc., Red Bank, N. J., 
manufacturer of Bulldog nylon 
laundry nets, metal press pads and 
Asbestex and Nylotex press covers, 
has named Sanger-Funnell Inc., 
New York, to handle its publica- 
tion advertising. 


Columbia Savings Appoints 

Columbia Savings Building & 
Loan Co. has appointed Harold 
Walker Clark Inc., Denver, to han- 
dle its account. 


ANS HES 


7he AMERICAN LABEL CO. 


FIRST MAN ON THE 


TOTEM POLE 


There is no “low” man on the advertising totem pole. But 
there is a first man and he is the production manager. 

How he fares during his working day depends upon the 

quality of work he produces, because the results of his 

efforts are used to create good impressions upon the client— 
the top man on the advertising totem pole 

To help the production manager create the impression he wants 
to make on those he wants to please (and, at the same time 
help his agency or studio favorably impress its clients) 
Monsen-Chicago pays particular attention to type face selection, 
correct spacing, and general over-all typographic 


readability and appearance. 


These exclusive Monsen services will produce those good 
impressions the production manager wants to make on those 


he wants to please. 


EAST OF THE ROCKIES IT’S MONSEN-CHICAGO AT 22 E. ILLINOIS STREET, ON THE PACIFIC COAST IT'S MONSEN-LOS ANGELES AT 928 S. FIGUEROA STREET 


CHICAGO 
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Westinghouse to Hike 
Its Appliance Output 
15%, Price Declares 


PITTSBURGH— Westinghouse Elec- 
tric Corp. plans to boost its output 
of electrical appliances about 15% 
during the first quarter of 1950, 
Gwilyn A. Price, president, has 
reported. 

Inventories of electrical appli- 
ances are below normal for this 
time of year, he pointed out in a 
year-end statement for the huge 
manufacturing company, largely 
due to the sharp pickup in con- 
sumer demand in recent months 
and shortages of steel caused by 
the eight-week steel strike. West- 
inghouse is increasing its produc- 
tion “to help correct this situa- 
tion,” he said. 

Prospects for the near future 
are encouraging in other consum- 
er lines manufactured by Westing- 
house, Mr. Price declared. 


ws Of all the consumer goods, he 
said, “television has turned in the 
most spectacular performance” 
during 1949. Without detailing 
Westinghouse’s future plans, he ob- 
served that output by the entire 
industry has exceeded 2,000,000 TV 
receivers, compared with 950,000 
units in 1948 and 185,000 in 1947. 

“With improved programs, and 
increased broadcasting facilities, 
television receiver production in 
1950 may well exceed 3,500,000 
sets,” he said. 

“Granted a few assumptions, I 
feel that we have a firmer founda- 
tion for the country’s business 
structure now than we have had 
at any time since the beginning 
of the war in 1941,” Mr. Price sum- 
marized in his forecast for ’50. 
“These assumptions are that there 
will be no prolonged major strikes, 
and manufacturing costs and prices 
generally do not rise much above 
present levels.” 


a H. E. Seim, general manager of 
the corporation’s Sturtevant Divi- 
sion, which manufactures indus- 
trial fans and blowers, air condi- 
tioning equipment and electronic 
air cleaning equipment, said new 
products due to hit the market dur- 
ing the coming year are a new 
home Precipitron electronic air 
cleaner and a new completely- 
packaged Unitaire air conditioner 
for small stores and offices. 


CBC Appoints TV Heads 


Canadian Broadcasting Corp. has 
appointed Fergus Mutrie, former- 
ly national supervisor of CBC 
farm broadcasts, director of tele- 
vision for CBC in Toronto. Aurele 
Seguin, formerly CBC station man- 
ager of stations in Ottawa, Quebec 
and Montreal, has been named di- 
rector of CBC television in Mon- 
treal. First CBC video shows now 
are expected to be aired by mid- 
summer 1950. 


| Asphalt Tile Drive Planned 

Mastic Tile Corp. of Ameriea, 
Newburgh, N. Y., will boost its 
Ma-Ti-Co asphalt tile flooring 
through 1950 with ads in Amer- 
ican Home, Better Homes & Gar- 
dens, Country Gentleman, Good 
Housekeeping and The Saturday 
Evening Post, plus dealer trade 
publications. Jerome Bernstein Ad- 
vertising Agency, New York, has 
the account. 


Sponsors ‘Cartune-O’ 


National Tea Co., through 
Schwimmer & Scott, Chicago, is 
sponsoring “Cartune-O,” a new 


t.' 2phone quiz game, over WGN- 
TV, Chicago. 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Rgovesented agtioamally 
Smith lac 


o bu 


Cosmo Sets 1950 Campcign 


Cosmo Underwear Co. Ltd., To- 
ronto, marufacturer of private 
brand undergarments and night 
wear, in 1950 will begin promoting 
its products under the Cosmo 
brand name. Initial advertising, 
through McKim Advertising, To- 
ronto, will be concentrated in To- 
ronto, Montreal, Winnipeg, Van- 
couver, Hamilton, London and 
Windsor. 


Avco Division Ups Cook 

American Central division of 
Avco Mfg. Corp., Connersville, 
Ind., has appointed Kenneth R. 
Cook, formerly assistant distribu- 
tion manager for American Kitch- 
ens, director of a newly estab- 
lished American Kitchens sales 
training department. 


Elects Van Derbogart 

Clifford L. Van Derbogart, for- 
merly a director and vice-presi- 
dent in charge of sales develop- 
ment of Niagara Lithograph Co., 
Buffalo, has been elected presi- 
dent of John P. Smith Co., Roch- 
ester, effective Feb. 1. 


McGraw-Hill Tells Growth of Its 
Book Publishing; 275 Titles in 1949 


New YorK—McGraw-Hill Book 
Co. has just issued a 66-page book- 
let commemorating the 40th anni- 
versary of its founding. 

For the first ten years, the com- 
pany confined its publishing to 
technical and engineering books. 
It started publishing general busi- 
ness books in 1919. In 1928, with 
the purchase of the A. W. Shaw 
Co., a leading specialist in this 
field, business books became a ma- 
jor McGraw-Hill activity, which 
was augmented in 1948 with the 
acquisition of the Gregg Publish- 
ing Co. 

The company has built a list of 
2,400 active titles, covering almost 
every branch of science, engineer- 
ing and related fields, plus about 
350 Whittlesey House titles in 
fields of general interest. This 
year the book output will total 
about 275 new and revised titles 
and about 6,000,000 individual cop- 


ies. 
During the company’s 40 years, 
its personnel has grown from 12 to 
more than 1,000, and the yearly 
output of new and revised books 
from 6 to more than 275. 


Ansin Triples Ad Budget 


J. Ansin & Co., Boston textile 
converter, has tripled its advertis- 
ing budget for the year 1950. Bulk 
of the appropriation will go to au- 
tomotive trade publications. Copy 
will feature Residized rayon, de- 
veloped by Newport Finishing 
Corp. for seat covers. Bo Bernstein 
& Co., Providence, is the agency. 


Riley Appointed A. M. 


William F. Riley Jr., formerly 
account executive of Blackmore 
Co., Des Moines agency, has been 
appointed advertising manager of 
the Chittenden & Eastman Co., 
furniture manufacturer and whole- 


saler, Burlington, Ia. 


Advertising Age, January 2, 1950 


Flexee’s Names Friedman 


Si Friedman, formerly advertis- 
ing manager of Brentwood Sports- 
wear, Philadelphia, has heen 
named advertising director of 
Flexee’s Inc., New York, girdle 
manufacturer. Mrs. Thelma Niss- 
man, formerly publicity director 
of Contemp. rary Arts Association, 
has been named to succeed Mr. 
Friedman. 


Mclone, Bradley End Contract 
Norman Malone & Associates, 
Akron, and Milton Bradley Co., 
Springfield, Mass., maker of 
games, art supplies and _ school 
material, have terminated their 
advertising relationship, effective 
Dec. 31. The action was called 
“mutually advisable in view of 
geographic inconvenience.” 


Ronalds Appoints Pauli 

Ray Pauli has been named pro- 
duction manager in the Toronto 
office of Ronalds Advertising 
Agency. Ernest Allen, formerly 
with the Canadian Daily News- 
papers Association, will be Mr. 
Pauli’s assistant. 
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814 North Michigan Avenue 
CHICAGO 11, ILLINOIS 


Real news of the year in the outdoors 
field is this merger of two fine pub- 
lications on Outdoorsman’s 50th birth- 
day. The treat is to our combined 
readers who now will enjoy the best 
talents and facilities of both in a 
single, larger magazine. And to our 


who will profit by the 


lowest advertising cost in the field — 
$2.92 per-page-per-thousand-readers. 


(*Subscription duplication eliminated by extension) 
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doorsman now may benefit by the torially results from this logical 
editorial know-how and facilities combination.” 
that for many years made each pub- 
lication ron | ps respected Aad its Becker and Mitchell as editors 
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en a erically and edi- 
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Merger Makes 
Big News In 
Outdoor Field 


News was made in the publifi@ Te hey 
field this week when Outdoorsi 
publisher, L. F. McClure, anngiy 
the merger of Outdoors andi 
doorsman on the eve of the 
50th anniversary. 

“With the February issue 3 
publications,” stated Mr. Bm 
“combine their best talents#ia™ 


The new publication will continue 
under the name Outdoorsman, with 
Bob Becker and Jim Mitchell as 

itor and managing editor in that 
jate and department 
alding of the 
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A larger folio is scheduled. How- 
ever, the increase in the number of 
pages per issue will not alter Out- 
doorsman’s present 25¢ single copy 
price. 


Lowest ad cost in field 


Lowest advertising cost in the out- 
doors field is claimed under this 
consolidation, with the new $1,750 
black and white, page rate figuring 
per -page-per-thousand- 

nage rate of Out- 


doors- 


zine industry. I mean, the soaring 
costs of production: labor, printing, 
paper, distribution. 

“This way, while bringing about 
sizeable improvements in product, 
management, depth of penetration, 
etc., we also are effecting important 
economies. They in turn will be 
passed along to our readers and 
advertisers in the form of greater 
value and service and a consistently 
high editorial level.” 


Planned months ahead 


a. preparing for this merger Out- 


tion and facilities to becomfm 
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together we now preseg® 
600,000 or more strong: 
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working for a progres#m™ 
America. 
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is “the car designed with: YOU in mind.” That 
means it was built to give you more headroom, 
more legroom and more visibility. It means that 
it 4ets you drove ccthout shifting. Compare it, not 
merely with any other car at the same price, 
but with any other car at aay price. 
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foot on the gas. 


Here’s the story behind 


Holiday’s great record in automotive advertising! 


- YOURSELF who’s the most likely prospect for a 
new car or for anything that has to do with a car. 


Is it the family that drives 50% more than average? 
Is it the family that takes more vacations and has 
more leisure? Is it the family that goes more places 
and does more things? 


If so, you know why Holiday’s been such a success. 
It’s the one general magazine most identified with 
enjoyment and the good life. Every page appeals to 
the human desire to have a good time. Every page 
whets the appetite for pleasure. Every page is crammed 
with things to do, places to go, ways to enjoy oneself. 
Holiday is truly America’s year-round playground 
in print. 


In less than four years, Holiday has attracted an 
audience of well over 800,000 of America’s finest 
families. Their average income is practically three 
times as high as the national average. They take an 
average of 2.5 vacations per year. They own more 
than five cars for every four families. They drive their 
cars an average of 13,608 miles a year. (National 
average is 9,545 miles.) And it’s these extras—extra 
income, extra vacations, extra mileage—that make 


Rn 


extra automobile and automotive products sales. 


Or you can measure it another way: Projected on a 
base of 800,000 families, Holiday’s automotive survey 
reveals that Holiday readers own over a million cars. 
They drive over 13 billion miles a year, buy over 961 
million gallons of gas, over 75 million quarts of oil, 
more than a million tires and tubes, and more than 


two million spark plugs. 


In other words, they’re ideal customers. They don’t 
have to “make something do.” Their demand that 
their cars always be in top operating condition makes 
them America’s best prospects for new cars as well 


as parts. 


That’s why Holiday has grown faster in the esteem 
of the automotive industry than any other magazine, 
weekly or monthly, in Detroit’s memory. That’s why 
seventeen leading car manufacturers (see opposite 
page) now use Holiday. That’s why Holiday carried 
more automotive advertising in 1947 than in 1946, 
more in 48 than in °47, more in °49 than in “48, and 
expects to carry more in °50 than ever before. That’s 


why Holiday sells the idea that sells the goods. 


y THAT SELLS THE GOODS! 
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Miller Agency Gives 
Away Decals Aimed 
at Saving Water 


New YorkK—One of the more 
self-less plans to help this dehy- 
drated city husband its dwindling 
water supply is that of Alfred N. 
Miller Co., an agency located at 
277 Broadway. 

The Miller agency is offering 
free decalcomanias to anyone re- 
questing them. The agency made 
the offer by buying space in met- 
ropolitan newspapers, figuring it 
had some 15,000,000 metropolitan 
residents as clients. 

The decals list five ways to con- 
serve water, including “stop leak- 
ing faucets,” “wash dishes in tub,” 
“take showers ’stead of baths,” 
etc. 

Besides the decals, the agency 
supplied its retail accounts with 
a counter or window sign offering 
the decals to any of the client’s 
customers. 

Alfred N. Miller, president, is 
director of the evening session ad- 
vertising courses at the City Col- 
lege of New York. 

A decal and a newspaper ad are 
included in all agency correspond- 
ence, along with an offer of de- 
cals. 

Artwork and reproductions of the 
decal are available free to TV sta- 
tions and any advertisers who wish 
to use it. In addition, the copy 
staff prepared a series of slogans 
and printed jingles. Samples: “Is 
this DRIP necessary?” and “Hush 
that gush, don’t overflow, don’t let 
it leak, supply is low.” 


‘Jewish News’ Takes Prize 
as Best Community Paper 


. The Jewish News, Newark, has 

been designated as the best com- 
munity sponsored newspaper in 
the United States and Canada for 
the third consecutive year. 

Selection of the Jewish News 
for a first prize award was made 
by the General Assembly of the 
Council of Jewish Federations and 
Welfare Funds in an annual con- 
ference in Cincinnati. 


O’Ryan Forms Agency 

Tom O’Ryan, formerly vice- 
president of National Transitads 
in charge of the South and South- 
west, has formed Tom O’Ryan Ad- 
vertising Co. in Memphis. He will 
handle the exclusive bus adver- 
tising franchise of the Memphis 
Street Railway Co. and Yellow 
Bus Lines, effective March 1. 
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Orr Agency Appoints Two 


Robert W. Orr & Associates, 
New York, has appointed John H. 
Baxter, previously vice-president 
in charge of the creative depart- 
ment, as executive vice-president 
and a member of the board of di- 
rectors. The agency also has named 
Eldon Sullivan, a vice-president 
since the agency was organized, as 
assistant to the president and a 
member of the board. 


Names Bernard and Adams 


Popular Science Publishing Co., 
New York, has named Stuart 
Bernard, formerly age man- 
ager of Outdoor Life, as assistant 
advertising manager of the same 
publication. Lee Adams, formerly 
a sales representative for the com- 
pany, has been appointed assist- 
ant to the advertising manager of 
Popular Science Monthly. 


GE Advances Wheeler 


Monte M. Wheeler, assistant 
manager of appliance sales in the 
north central district in Chicago, 
has been named sales manager of 
the automatic blanket and sun- 
lamp division of General Electric 
Co., Bridgeport. He succeeds James 
E. McCarthy, who was recently 
made sales manager of General 
— Appliances Inc. New 

ork. 


Four Name Bass Agency 


Louis Bass Co., Los Angeles, 
successor to Bass-Luckoff, has 
been named to handle the adver- 
tising of Allison-Kaufman Co., 
manufacturer of diamond rings; 
Kwan Yuen Co., importer and ex- 
porter; Times Furniture Co. and 
Thompson-Ward Corp., sales 
agents for promotional jewelry 
trade merchandise. 


Gets Vinegar Accounts 


James Lovick & Co., Montreal, 
has been appointed by four Cana- 
dian vinegar companies to direct 
joint advertising in 1950. The com- 
panies include: Lion Vinegar Co., 
Montreal; Kent Foods Ltd., Can- 
ning, N. S.; Canada Vinegars Ltd., 
Toronto, and Western Vinegars 
Ltd., Winnipeg, Calgary, Edmon- 
ton and Vancouver. Dailies from 
coast to coast and trade publica- 
tions will be used. 


WFIL-TV Adds Day Shows 


Station WFIL-TV, Philadelphia, 
has added about 19% hours to its 
weekly telecasting schedule. The 
new hours (12-4 p.m., five days 
weekly) will be used to air “Head- 
line Clues,” “Rumpus Room,” 
“Man on the Street” and “Shoppers 
Matinee,” all. DuMont Network 
shows. 
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Crosley Reports Sales Up 


Sales of Crosley Distributing 
Corp. in the New York area for 
1949 are up 35% over 1948, ac- 
cording to Bert Cole, vice-presi- 
dent and general manager. Mr. 
Cole reported that the company’s 
1950 Shelvador is getting the best 
acceptance in the company’s his- 
tory, and that new appliance lines 
are going well. The company’s new 
line of television receivers and 
several new radio models are now 
being introduced. 


Renames Roush Agency 


L. W. Roush Co., Louisville, has 
been renamed to direct the adver- 
tising of Leggett & Platt, Louis- 
ville, manufacturer of bed springs 
and Fold-Er-Roll folding beds. 
Roush handled the account a year 
ago. Consumer and trade publi- 
cations will be used. 
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1950 ' 
Guyman Names Becker ‘Family Circle’ oe 1g raises the national edition 
: William E. Becker, formerly price for a page in monotone from 
~ with Chris Lykke & Associates, Adjusts Rates for the present $4,675 to $5,775; the 
oe ae Kr San, and ‘lhe vues propor 
i- account executive o . 930, and other rates in propor- 
ML Guyman & Associates, San Fran- oger Circulation tion. rere 
iny’s cisco. New YorkK—Following formal 
best announcement by Kroger Co. last|m Advertisers now scheduled to 
his- Thayer Names Edelmuth week that it will distribute Family|run in April and May issues can 
mae _David CL. Edelmuth, formerly Circle Magazine in its stores (first | buy the national edition without 
ona vice-president of Utilitex Corp., a reported exclusively in AA, Dec.| Kroger, at existing rates, or they 
aan has been named executive vice- g —_— + 19), the magazine has announced/can include Kroger at the new 


president of Thayer Inc., Gardner, 
Mass., manufacturer of baby car- 
riages and infants’ furniture. 


Se si 
WOMAN’S ANGLE—Honor Gregory House (second from left), president of Gregory 


eh as ee No % | ee 
) coe A Maas tale ee f 


a_new rate structure. 
Distribution in Kroger’s 2,207 
stores will start with the April 


rates. Effective with the June, 
1950, issue, the new rates go into 
effect for all advertisers. 


& House, Cleveland, told members of the Advertising Club of Memphis “How Wom- | issue, with initial circulation of] A new sectional rate card is in 
aan tue Fong cahy nang Denver| & Create Wealth” at their Dec. 16 meeting. ry left at the speakers’ table are 400,000, raising Family Circle’s preparation. : al 
uis- agency, has changed its name to| Robert Bratten, McGregors’ Inc., club vice-president; Mrs. House; Mrs. J. W. Richard- total circulation guarantee to 2,- Family Circle, whose initial 
ings Kramlich & Rash, with offices at son, John Gerber Co.; and Marshall J. Smith, Merrill Kremer Inc., club president. 100,000. SS audit recently was completed by 
eds. 1717 E. Colfax Ave., Denver. Wil- The base advertising rate per|the Audit Bureau of Circulations, 
year liam Gillin, former principal, has| manager of Nesbitt Bottling Co.,| geles free-lance writer, has joined | thousand remains unchanged, but/is now distributed by ten chains, 
ibli- been named advertising and sales} Denver. Robert Hallett, Los An-| the design staff of the agency. the addition of the Kroger circu-| covering all sections of the coun- 


try. In addition to Kroger, they 
are: 

Albers Super Markets; American 
Stores Co.; H. C. Bohack Inc.; 
Colonial Stores; First National 
Stores; Grand Union Co.; Jewel 
Food Stores; Red Owl Stores; and 
Safeway Stores. 
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oh Agekee Bi) 4 


“msec RS Sees 
wa Be. be > know that our ad 
’ placed in your pu pulled many more 
a JS 3 34 inquiries than any of the other jour trade 


papers.” 


G. T. Getsinger 
Transport Cooler, Inc. 
Farmington, Mich. 

“As a result of the small advertisement I am 
running regularly in your pee, h kn 
been simply swamped with business. . 

L. L. Hamilton s 
Okl h City, inte tn 
. 250 inquiries from all over the pares 
neat results from wy yy eld 


W. M. Barr Company 
Memphis, Tenn. 
“The article on industrial flooring in the 
Soveutaes issue . . - has brought an inquiry 
1 q of industrial 


L. Strombeck 
PRR Products Corp. 
Chicago, Ill. 


for 
A plank.” 


customers look jo rtEEL 


‘ All pus of the mu oy transportation 
market are concentrat for you, in one 
@ Every week, the men you sell look first to STEEL for the information 


These letters are typical of the many that 
TSN receives each month—evidence of the 
results advertisers are getting from TSN’s 
’ 45,000 copy CCA circulation. 


package in TSN—railroads, motor trans- 
port companies, barge lines, steamship 
lines, bus and street railways, taxicab com- 
panies, air lines and private fleet operators 
in industry. If you want the complete cov- 
erage or individual segments of the trans- 
portation industry, such as the railroads, 
motor transport companies, etc., or if you 
want blanket coverage of the entire trans- 
portation industry, you will profit by ad- J 
vertising in TSN. 


they need to improve production, lower costs, and increase their 
business. To more than 100,000 top metalworking men, these 


52 issues are a “weekly information service” that add up to a 


| complete record of the metalworking industry. They also provide 


Concrete evidence in the form of sales pro- 
ducing inquiries measures your sales dol- 
lars per advertising dollar. To get more 
promotional impact at lower cost, with 
more visibility, tell your sales story in TSN 
each month, Write now for the latest mar- 
ket data, 
TSN, now in its fifth year, is affilicted with 


the Traffic World, a $20 a year ABC transporta- 
tion news weekly, founded in 1907. 


manufacturers with the most economical way to tell their product 
story to Metalworking—to the key men in Management, Production, 
Engineering and Purchasing in the plants that do well over 

90% of all metalworking business—to the men responsible for the 


production of over 60 billion dollars in metal products last year. Tr 4 ittae 


Supply News 
418 S. MARKET ST., CHICAGO 7, ILL 


_ New York 17-—122 Eost 42nd 
” Seattle 4—618 Second Ave. 
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tos Angeles 141709 W. 8th. 
San Francisco 4—Russ Bldg 
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Diamond Match Co. 
to Start Mixed Box 
Distribution Plan 


New York—Beginning in March, 
1950, Diamond Match Co. will in- 
augurate a new “assorted box” 
distribution plan for its book 
matches. 

At present, match books are dis- 
tributed in boxes of 50, and all 
matches in any one box carry the 
imprints of a single advertiser. 

Under the new plan, matches 
will be packed so that each parti- 
cipating advertiser has from one 
to five books in each box of 50. 

According to Robert B. Barton, 
director of national match book 
advertising, the company will dis- 
tribute 2% billion match books, 
under the assorted plan, in the 12 
months starting in March. 

Advertisers may buy blocks of 


12,000 


TV SETS 
IN FOUR MONTHS 


. 
THAT’S THE RECORD OF 


WOW-TV 


Serving a 75-Mile 
Area Around Omaha, 
Nebraska — 35% Farm 


© 
PRODUCTION 


“KNOW-HOW” 
& 
FACILITIES 


SECOND TO NONE 
IN U.S. TELEVISION 


SET SALES 
risinc 500 


A WEEK! 
* 


cau. BLAIR TV 


NOW FOR GOOD 
AVAILABILITIES, OR 
PHONE OR WIRE 


JOHN J. GILLIN, JR. 


PRES. & GEN’L. MGR. 


WeEbster 3400 


WOW-TV 


CHANNEL SIX 
OMAHA, NEBRASKA 
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50,000,000 to 250,000,000 of the 
books. Boxes will be distributed in 
all 48 states, but concentrated in 
the country’s 50 leading markets. 

Under the “old” method, 1,000,- 
000 books of matches covered about 
80 retail outlets. Under the “as- 
sorted box” plan, 1,000,000 books 
will reach approximately 800 re- 
tailers. 

Advertising rates under the new 
plan range from 27%¢ per 1,000 
match books for orders of 250,- 
000,000, to 35¢ per 1,000 books on 


orders of 50,000,000. This is a 
lower scale, Mr. Barton points out. 


To MacManus, John & Adams 

W. Richard Guersey, formerly 
assistant advertising manager of 
the special products division of 
Borden Co., New York, has joined 
the Baltimore office of MacManus, 
John & Adams. He will work on 
the agency’s eastern accounts and 
assist as a field man in the new 
dealer advertising service depart- 
ment for Pontiac dealers in met- 
ropolitan cities. 


KECA-TV Appoints Two 


Bill McDaniel, salesman for 
KECA-TV, Los Angeles, has been 
named acting sales manager of the 
station. Owea James, staff an- 
nouncer, has been made a tele- 
vision salesman. 


O.E.M. Corp. to Ramsdell 


O.E.M. Corp., East Norwich, 
Conn., manufacturer of oxygen 
therapy equipment, has appointed 
Lee Ramsdell & Co., Philadelphia, 
to direct its account. 
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Adds Sunday TV Schedule 


Station KDYL-TV, Salt Lake 
City, has inaugurated Sunday af- 
ternoon programming, from 3 to 
5 p.m., in addition to the station’s 
regular evening schedule, Sunday 
through Friday. 


Promotes Norman Bell 


Norman H. Bell, formerly west- 
ern sales manager, has been named 
sales manager of the Brantford 
= & Body Ltd., Brantford, 

t. 


Here’s a simple, everyday example of 


MEC 


THIS ADVERTISEMENT was 
written for Business Week. It is 
one of a series designed to give 

advertising a stronger voice at the 


management table. 


ASK YOUR MCGRAW-HILL man about 
our slide film presentation and other 
material on Mechanized Selling. 
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Tide Saves Water, 
New Yorkers Told 


New YorK—Procter & Gamble 
pitched its advertising for Tide 
to take advantage of New York’s 
critical water shortage last Tues- 
day with full pages in metropoli- 
tan dailies. 

Copy headlines for the detergent 
blared forth with “Here’s How You 
Cin Save 40 Gallons of Water 
Every Washday.” Body copy ex- 


plained that Tide requires no 
rinsing, thereby saving 40 gallons 
of precious aqua, the average 
amount of water used to rinse the 
average family’s weekly laundry. 

Benton & Bowles, Tide agency, 
initiated the ad on Dec. 23 and 
managed to make newspaper dead- 
lines for Tuesday insertion all in 
one day. 


Appoints William Gordon 
Schieffelin & Co., New York, has 
appointed William A. Gordon, for- 


merly advertising manager for the 
liquor division of Parrott & Co., as 
advertising manager for the im- 
port division. He will head adver- 
tising programs for Hennessy co- 
gnac brandy, Teacher’s Highland 
Cream Scotch, Dagger Jamaica 
rums, Don Q Rum, Chartreuse, and 
Moet & Chandon champagne. 


CKLW Appoints Gloster 


A. R. Gloster, Detroit, public re- 
lations concern, has been named 
by CKLW, Detroit, to handle its 
public relations. 


Agency Names Seward Smith 


Brooke, Smith, French & Dor- 
rance, New York, has added Se- 
ward Smith, formerly a sales rep- 
resentative for W. D. Smith & Co., 
to its staff as a member of the copy 
department. 


WCCO Appoints Bland 


Lee Bland, assistant director of 
special events at CBS, has been 
mamed program manager of 
WCCO, Columbia-owned station 
in Minneapolis, effective Jan. 3. 
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BANIZED SELLING MAKES CONTACTS. 
Advertisement for the Benjamin Booth Com- 
pany of Philadelphia is a working example of 
Mechanized Selling. Part of a series started in 
Textile World in April, this advertisement (and 
Mechanized Selling is Advertising) told prospects 
who and where the Benjamin Booth Company is, 
and what their new Strip-O-Matic product can do. 


NIZED SELLING CREATES PREFERENCE. 

g the cost- and time-saving advantages of 

e new Strip-O-Matic product, these advertise- 
ments created a favorable regard in the prospect’s 
mind. The series opened doors for Booth salesmen 
to apply preciousselling time and specialized ability 
where they could do the most good. Mechanized 
Selling lightened the burden the salesman has to 
carry when he climbs those first three steps alone. 
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ANIZED SELLING AROUSES INTEREST. 
gh he received many inquiries, Mr. E. A. 
nape, Jf, President, was puzzled because few 
were from regular Booth customers. But he was 
reassured when salésmen’s reports began to come 
in. “Everybody in my territory knew about Strip- 
O-Matic,” they wrote, “all.my old customers 
were just waiting for me to arrive to tell them 
more.” Why? Because Mechanized Selling had 
told the prospect what Strip-O-Matic looks like, 
-_. ~ how it -~works,. what its chief advantages are. 
o7 What a time saver for Beoth salesmen! >. 


That’s Mechanized Selling At Work! 


YOUR SALESMAN is the most important, and the 
most expensive, factor in your sales program. Give 
him the support and time he needs to climb those 
last two vital steps to a sale! By freeing him from 
preliminary chores, Mechanized Selling helps your 
salesman to concentrate on the final steps that 
get the order. You save dollars in selling costs 
when you tell your story through Mechanized 
Selling at a cost you count in pennies per contact. 


Ow saaue 


1 ae, | 

, Ask your McGraw-Hill man—or write—for the oa” nk 
book, Merchandising Your Sales With Business Paper iy 
Advertising. It discusses the theory and practice of 
Mecharitzed-Selling and provides some practical yard- 

s sticks for evaluating ‘business magazines as media for 
taking your product to market. L 
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ce ale = ry ahi Entertainment has always drawn a crowd. 


The crowd has always sought it, or waited for 


it to come to them. Wherever there was 


a crowd, there were customers. And wherever 


there were customers, there were people with 


things to sell. (A crowd that was in a good 
mood always bought more). 


Today the entertainer still gets the crowd, 


only he gets it faster and bigger. 


Through radio he reaches crowds of ten and 


twenty millions in a split second. 


And along with him goes the advertiser. 


In radio the largest crowds gather at that 


point on the dial where the entertainment is 
the best. That point today is CBS. 


se | _ For the Columbia Broadcasting System 


continues to be the most creative network -in 


providing the kind of entertainment which 


captures the largest audiences. : 


ee ! aly on CBS will you find most of the 
| Sponsored programs with the largest audiences 
in radio (11 out of the “top 15”). 


/And only on CBS can advertisers find most 
of the available programs with the largest 
audiences (7 out of the “top 10”). 


te. 


= This is What makes CBS the most effective 
‘{ ae wu.attaveling salesman in radio...reaching more 


See people with better entertainment... making 


the*Strongest impressions in all advertising. 
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Applies tor Theater TV 


Tri-States Theater Corp., Des 
Moines, has filed an application 
with the Federal Communications 
Commission for allocation of a tel- 
evision channel for theater tele- 
vision service. A. H. Blank is pres- 
ident and G. Ralph Branton, gen- 
eral manager of the corporation, 
which operates about 50 theaters 
in Iowa, Illinois and Nebraska 
with Paramount Pictures as a part- 
ner. The theater circuit has pend- 
ing an application for a television 
station permit. 


Allied Advertising Moves 


Allied Advertising Agencies, San 
Francisco, has moved to new quar- 
ters in the Pacific Bldg., 821 Mar- 
ket St. 
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PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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Fair Deal Will Reflect Some 
Sawyer, Steelman Thinking 


WasHINGTON—Congress is in for 
a succession of presidential mes- 
sages which will keep the Wash- 
ington news wires throbbing with 
“Fair Deal” drum beats. 

But the world isn’t coming to 
an end. Despite the big spending, 
and the uncompromising “Fair 
Dealing,” the administration is 
more conscious than ever of the 
need for healthy business condi- 
tions. For this credit the team of 
Secretary of Commerce Charles 
Sawyer and Assistant to President 
John Steelman, who see to it that 
the White House remembers that 
business profits are the goose 


By STANLEY E. COHEN, Washington Editor 


which lays the golden tax eggs. 

Secretary Sawyer put it force- 
fully into a report to the White 
House Thursday. Back from 15,- 
000 miles of touring, he said 1950 
prospects are bright, but that the 
nation-had better temper its opti- 
mism, He said declining business 
profits make plant expansion less 
attractive and threaten stability of 
the business structure. 

“If business men feel their pros- 
pects are reasonably good, that 
hard work and ingenuity will pro- 
duce a fair return, that govern- 
ment policies will permit them to 
keep a reasonable part of this re- 
turn, that in the main the other 
segments of our community are 
willing to recognize the substance 


First Honorable Mention Certificate presented 
to Miss Elizabeth Hedgecock at Waldorf-Astoria 
Hotel November 14, 1949, by Mr. Paul Willis, 
President of Grocery Manufacturers of America. 


THAT THE 
WINSTON-SALEM MARKET 


iS A MUST FOR THE 


FOOD ADVERTISER 


DD ‘UWE Aggressive editorial support as evi- 

denced by the work of Elizabeth Hedge- 
cock (writing as Beth Tartan) the Journal-Sen- 
tinel Food Editor. Her daily column “Speaking 
of Food” and her articles on “The Successful 
Hostess” have won for her FIRST HONORABLE 
MENTION in the newspaper class for excellence 
in food editorials. Her award, presented annu- 
ally by the Grocery Manufacturers of America, 
was one of four in the nation... and the only 
Boa in the entire South. 
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of your products’ distribution and 
sales as compared to your competitors is 
available to you through our MONTHLY GRO- 
CERY INVENTORY. The Journal-Sentinel pro- 
ae vides this vital information to its food adver- 
- tisers free-of-charge ... . and it is the only paper 
in North Carolina that does. 


WINSTON-SALEM | 


Complete market information and details of the 
Monthly Grocery Inventory sent upon request. 


___ MORNING 


—_—— 


YOU CAN’T COVER NORTH 
CAROLINA WITHOUT THE 


TWIN CITY 


JOURNAL and SENTINEL 


SUNDAY 
_National Representative: KELLY-SMITH COMPANY 


EVENING . 


and reality of the business man’s 
problem, business can and I be- 
lieve will move ahead profitably 
to the benefit of itself and all the 
other groups in our society,” the 
Secretary said. 

To which we say: “Spoken like 
a real Secretary of Commerce.” 

eo  £:° 3 

Except for an unusually import- 
ant congressional election, 1950 
should be as close to “normalcy” 
as any. year in recent history. In- 
ternational and business problems 
should not be any more compli- 
cated than usual. The elections are 
another story. 

Some of the Senate’s best known 
members must stand for election. 
The Fair Deal is hoping to upset 
“gadflies” like Homer Capehart 
(R., Ind.), Bourke Hickenlooper 
(R., Ia.), Elmer Thomas (D., 
Okla.),.and Sheridan Downey (R., 
Cal.). On the other hand, two 
Fair Deal “captains’”—majority 
leader Scott Lucas (D., Ill.) and 
Francis J. Myers (D., Pa.) face 
tough election contests. Single most 
important fight is in Ohio, where 
Sen. Bob Taft (R., O.) is odds-on 
favorite. 

ee ee 

That Sawyer trip is imprinting 
its mark on a good part of the 
legislative program for this Con- 
gress. The Secretary is back wor- 
ried about incentive taxation, small 
business credit, confusion over an- 
ti-trust laws, excise taxes. He told 
the White House that small busi- 
ness men by the hundreds com- 
plain that they are unable to re- 
tain sufficient capital from earn- 
ings to make their businesses grow 
and prosper. He says many smali 
companies teel they should be per- 
mitted to deduct specified amounts 
of earnings, in dollars or percent- 
ages, for working capital or pur- 
chase of plant and equipment. It’s 
a proposal which is virtually cer- 
tain of congressional committee 
treatment before 1950 is over. 

ee @« @ 

Federal Trade Commission’s big 
basing point case against the steel 
industry was muddled some more 
last week with the intervention o. 
Corwin D. Edwards, the commis- 
sion’s chief economist. Big Stee! 
wants to toss in the sponge and 
compromise the basing point issue 
largely on FTC’s terms. But Dr. 
Edwards, and the commission’s 
chief trial examiner, Richard Whit- 
ley, say the compromise is unen- 
forceable. It would save FTC a lot 
of headaches if the basing point 
litigation could be ended peace- 
fully. The commission may not 
“ach a vote until its fifth seat, 
vacant since the death of Judge 
Ewin Davis last fall, is filled. 

ee e« e@ 

Still another sign that the war 

is over: Last week, War Assets 


Advertising Age, January 2, 1950 


Administration, a top newspaper 
advertiser three years ago, passed 
into oblivion. In its day, War As- 
sets moved $27 billion of left-over 
war property; at one point its ad- 
vertising budget hit a peak of 
nearly $10,000,000. On closing day, 
bulk of the remaining inventory 
was “unsalable” war plants, turned 
over to general services adminis- 
tration for long-term custody. 
e* ee @ 

Agriculture Department scien- 
tists report initial success with a 
new canning process which could 
revolutionize food industry pro- 
cedures. The process is based on 
the use of antibiotics to kill bac- 
teria and preserve food. Use of the 
process eliminates pressure cook- 
ing in the canning process, and pre- 
serves natural flavor in canned 
vegetables, but there is still a slight 
catch: Will the antibiotics kill peo- 
ple? 


Atkinson Opens PR Offices 


Wade Atkinson, formerly ap- 
pliance publicist for Frigidaire di- 
vision, General Motors Corp., in 
charge of national appliance sales 
publicity, and previously public 
relations director of Ross-Freder- 
ick Corp., Mineola, N. Y., plastics 
manufacturer, has opened his own 
press and radio relations office in 
Dayton. Mr. Atkinson, who will 
specialize in service to small and 
medium-size businesses in the Mi- 
ami Valley, is located at 11 W. 
Monument Ave., Dayton 2. 


Chicago Art Directors Elect 


The Art Directors Club of Chi--.- 


cago has elected Walter Howe, R. 
R. Donnelley & Sons, president. 
Other officers are: David W. Lock- 
wood, Foote, Cone & Belding, vice- 
president; Malcolm Jennings, Mac- 
Farland, Aveyard & Co., vice~pres- 
‘dent; Don Gerhardt, Batten, Bar- 
ton, Durstine & Osborn, secretary; 
and William E. Sproat, J. R. Per- 
shall Co., treasurer. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


ZINC 


Agency Sewice 
712 FEDERAL ST., CHICAGO © WAbash 2-8816 


DAY and NIGHT 


COPPER 


GARROWAY S 
NBC television 
having receive 
John Royal, NI 


44’ BY 44’—Th 
Outdoor Adve 
Kopmeyer Co. 
bulbs showing 


NEIGHBORLY 
its headquart 
Fifth Ave., N 
ing Agency | 
51st St. wind 

well shortl 


AUTOMATIC 
Pepsi-Cola | 
leveling dis 
ways at self 
brated sprit 
mechanism. 
Machine { 


Sates Ch a a ee or BL, a a ee SRY Si ee pr bree ge. Reema ety Mi alee, ale aioe ats 7 Loe” On . aes ee ee i: aig’ Wie Q : 
= ; Sy Advertising 
— tae SS ee eee a | 
a Ya ¢ ee . oe | 
_ ee , = : were Ee Sy ie ae 
’ - ) 
acento essere 
a | 
<a 
1 73 
‘Ge 
| —~~\e 
a *“ . 
jee tudo 
| , ae: 
‘i sets tag 
eos eit 
i | _ 
A i BR EE SG ERLE AA SIE, “AEE ESO ES 
«~t{VE PROOF/ @ 
i ci ee 
f CERN, ~~. hoa 
PST HONOR or | ib 
‘APER Class Cee ayn 
LIFE 1) IN Ty, ei 
OF AeA ; 1 & 
| 
a: 
ee yi “th Hedg 
INSToN, 
Torney tam J OCR 
, ® Dist, °GNITIOn see 
ee Ee pe ke FURTHER CUlsHED 
_ —_— a NG Pupcic py CONTRI j | 
e Re _— a : er © UNDERs» UNION to 
oe y _ — ne : FE AND) ; | 4 
= a i a. od i | aos UNE OF AN ING Op H : & ie 
=i | -- cA - Ee 
cr . \ a ee * oe . : * ntstKrey tr i : iy He . 
<a ’ 7 Me ; a ; ; ‘~ "ACTUne,, - , aA i= 
.& ee. o rs P| / OF Abtenicy Poy ¢,: : Z 
; i is _— a= =. INC. “x 2 
ari te Sa § =" - 
e- ’ tz 2 <a - =. sai 
~ 5 —— |. — ers "= 
oe a ; Se: sa rn : v7 a” 
Mee ; i £ a 2 . a ° ak dj - ~ f .' ja at uf 7 
Bie Sy. . Be. — § a : S > : 1 
2 INE SR Se a. nae 
ONS See Seal, _£ . _— 
| 7. Ss 
t * YS eceieininieilbam es 
sqronst on SALEM: Me S oo a 
a aes 
nw. - TIT od : 
cq insTOR- SALEM ni, abate tert w~ a 
< ae A i" . Mh; 
om Coc Mie 1) —_ a \ut 
seer by oe ‘ L ; : H 
— a een » = f A a : 2 a tt 
. gan ee Soe : & meee =~ ae 4 
ae c ner L . ,. - ) | 
an r a, q : 
trom —~ og 39-2 0 ‘yer | a y eq ‘4 tb f 
Se 3 /s sit 
- os . 7 ; 
——— lela | & ; i. 
out (tyre? mh | 33 oe Oo . 
saci not hot 1) sila" | & = Cos os % oi} : 
ery iy OFS gh of we | net ° 3 & aa i | 
ees tamtees ts 3 | Ba | foo | Ses . 
pn 8\ B\e\ 2 |\2 \ | be 
Meats Se ae| | 83 |g ; | wn 
Tasty. 0.2%" ote a9) * ” ¥ . 
ities NOH, Oe , t3| | oF | ses 
me or eke phe) (toed Lod a3 | wos ro a 
Tr cee | el S| 8 | ; 
prscult (sora, Bot o-1 41 1 as i { 
yitty, 2 a) Se % 23.3 2 
cues OS Aer Sg ne ¥3\ | Bs | Be ss 
—_ 7 : oe 7 Be 7 
pei sag oe EO x. Se = ae * ete ENS, eiee Re aie Ca ae eae ia eal tee aaa Me ee ee ls A eee re win tunateinn eile Oe oe ae 


Advertising Age, January 2, 1950 


PHOTOGRAPHIC 
REVIEW 
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GARROWAY SALUTED—Dave Garroway (left), star of “Garroway At Large” on the 

NBC television network, is congratulated by James P. Dwyer, Gray & Rogers, on 

having received the Philadelphia Junior Adclub’s annual award. Between them is 

John Royal, NBC vice-president, and at right is Don Brennan, Curtis Publishing Co., 
the junior club’s 1950 president. 


44’ BY 44’—That’s the size of this new neon-electric spectacular erected by General 

Outdoor Advertising Co. in Louisville for Oertel Brewing Co. Designed by M. R. 

Kopmeyer Co., Oertel’s agency, the sign has 55 electric circuits, has 2,185 lamp 

bulbs showing the trademark in full color, has 2,527’ of neon tubing, and can be 
seen more than a mile from its Barrett and Broadway location. 


NEIGHBORLY—As Crowell-Collier moved 
its headquarters into new offices at 640 
Fifth Ave., New York, Compton Advertis- 
ing Agency flashed a welcome from its 
51st St. windows at 630 Fifth Ave. Cro- 
well shortly flashed back its thanks. 


HAPPY 3IRTHDAY—Valentino Sarra (cen- 
ter), photographer and film producer, 
seems to be having a wonderful time at 
the lobster party given in his Chicago 
studios in celebration of his Dec. 16 
birthday. Participants are (left) Charles 
R. Prelick, art director, and J. W. Mc- 
Breen, production manager in the Chi- 
cago office of J. Walter Thompson Co. 


PHOTOS DO IT—White Stag Mfg. Co., 
Portland, Ore., is using photographic 
hang tags like this one to help retailers 
merchandise its line of summer sun 
clothes. The opposite side carries in- 
formation about fabrics, size and price. 
Allen & Clenaghen, Portland, is the 
agency. 


AUTOMATIC DISPENSER—Introduced to 
Pepsi-Cola bottlers in Dallas, this self- 
leveling dispenser keeps 24 cartons al- 
ways at self-service height. Patented cali- 
brated springs are the only operating 
mechanism. Manufactured by American 
Machine & Foundry Co., New York. 


JOINT PREVIEW—Gantner-of-California helped the Chicago & Eastern Illinois Rail- 

road introduce its orange and blue dining car at a breakfast fashion show just before 

the railroad’s streamlined Dixie Flagler made its first trip of the season to—of all 

places—Florida. Railroad Presidents Clair M. Roddewig of the C&El, M. F. Stokes of 

the Chicago & Western Indiana and J. W. Barriger of the Monon watch model Ruth 
Ellen Merlyn show one of the 1950 Gantner-of-California swim suits. 


tions’ Chicago office, seems to enjoy the ribbing he’s getting from office mate Tom 

Green at a Christmas party held at the Kungsholm for Mr. Gaughen by his office 

buddies. Charles Lemperly and Homer Thurston are, respectively, the highly amused 
and slightly so onlookers. 
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NEW YORKERS CELEBRATE—Enjoying the Christmas party staged by the Advertising 

Club of New York are (standing) Frank M. Head, party chairman; Mortimer W. 

Loewi, director of the DuMont Television Network; Dr. Allen B. DuMont, president, 

Allen B. DuMont Laboratories; and (seated) Elmer Bobst, president, William R. War- 
ner Co., and Mrs. DuMont. 


PUBLICITY HONORS—The Public Relations Society of America made two awards for 

tstanding public relations service at its annual meeting in New York. The two win- 
ners shaking hands are (center) Robert Wood Joh , of Joh & Johnson, New 
Brunswick, N. J., winner of the industrial award, and Dale Cox, public relations di- 
rector of International Harvester Co. Howard Chase, director o: public relations, 
General Foods Corp., last year’s winner, stands between Mr. Johnson and Mr. Cox. 
The others are Secretary of Commerce Charles Sawyer and Averell Broughton, re- 

tiring president of the society. 


FROTEN FRESH ond PACKAGED 
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MARATHON as 
-Prelectior, fhohaging On AMERICA’S FINEST FOODS Sorters Rene Prege O 


tien 14 


OPENS ‘50 DRIVE—Marathon Corp., Menasha, Wis., packaging concern, will open 
its 1950 frozen food campaign to promote its customers’ products with this color 
page in the Jan. 21 issue of The Saturday Evening Post. Other pages will follow in 

the March 18 and April 22 SEP. 
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Like a 
decid 


a year. 


about results: 


OF $20,000 JOB... 


t many peo: 
he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. And here’s what he said 


“Though my ad fairly screamed at least $20,000, 

I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place 
in ADVERTISING AGE is the most resultful © 
place to tell your story. 


OFFERS 


ple, this man in Cincinnati 


No. 3476. Baking Industry—An- 
alysis of Sales Opportunities for 
1950. 

For everyone doing business with 
the baking industry, or hoping to 
i do business with it, this 1949 Re- 
view and 1950 Forecast is recom- 
mended reading. It is a highly de- 
tailed study, based on first-hand 
information from bakery owners 
and executives in all sizes and 
types of bakeries, not only cover- 
ing such broad matters as gross 
sales, gross profits, production 
trends, and the like, but trends— 
wholesale and retail—in competi- 
tion, sales resistance, prices, and 
their underlying reasons. Use cou- 
pon below to order, or write direct 
to Bakers’ Helper, Room 171, 105 
W. Adams St., Chicago 3, IIl., for 
a copy of the “18th Annual Study 
of the Baking Industry.” 


No. 3470. Quality Market in Rocky 
Mountains. 

The Gazette-Telegraph tells, ina 
new folder, how Colorado Springs 
is the third Colorado market in 
population, but the second in re- 
tail sales. Entitled “Take Another 
Look at Colorado Springs,” the 
folder highlights the economic 
factors—manufacturing, mining, 
agriculture, tourist trade, wealthy 
residents—that add up to a year- 
’round quality market. 


No. 3475. Standard Market Data 
for Okmulgee, Okla. 

The Okmulgee Daily Times has 
prepared a standard market & me- 
dia data file covering its market. 
A media data sheet is included. 


No. 3478. The 1950 Market for 
Housewares and Appliances. 
Entitled “Your 1950 Market 

Guide for Housewares and Appli- 

ances,” this is a nationwide fore- 

cast of 1950 opportunities, broken 
down by regions and by states. 

Prepared by the research depart- 


Information for Advertisers 


ment of House Furnishing Review, 
it provides a selling map based 
on populations and incomes by 
states, and then shows how fore- 
casts are based on number of mar- 
riages, total consumers, residential 
electric consumption, and other 
data. 


No. 3479. Portfolio of Art and En- 
- graving Techniques. 


Here is the third in a series of 
large portfolios offered by Collins, 
Miller & Hutchings Inc., Chicago, 
giving outstanding new examples 
of different art t-chniques and the 
resulting engravings. Seven new 
subjects are included, and a reply 
card makes available a continuing 
service of free proof sheets. 


No. 3481. Details of Beer and Wine 
Distribution in New England, 


How does Schlitz compare with 
Pabst, Roma with Virginia Dare? 
Detailed answers are provided in 
this “1949 Annual Survey Retail 
Distribution Beer, Ale & Wine in 
the New England Market,” offered 
by the New England Newspapers 
Advertising Bureau. Forty-eight 
daily papers contributed to the sur- 
vey, resulting in comparative dis- 
tribution figures for 43 brands of 
malt beverages and 34 brands of 
domestic wine. 


No. 3482. Retailing Selling in Penn- 
sylvania’s Third Market. 


In a new booklet, “50 Facts about 
Pennsylvania’s Third Largest Mar- 
ket,” The Bethlehem Globe-Times 
presents detailed and comprehen- 
sive marketing statistics for the Al- 
lentown-Bethlehem area. Pointing 
out that per capita income in the 
area is considerably ahead of the 
U. S. average, the study analyzes 
food, drug, liquor and general mer- 
chandise sales, and shows adver- 
tising trends—both national and 
local. Brief media data are added. 


Note: Inquiries for items listed above will not be serviced beyond Feb. 13. 


100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


. 


USE COUPON TO OBTAIN INFORMATION . 


Readers Service Dept., ADVERTISING AGE 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 


AGENCY ART LAYOUT & PRODUCTION 
A young man with training and ambition 
or a top man with proven experience—who 
has learned that “rainbows” are where 


Engineering grad, age 27, experienced 

hvy equipt sales, wants ad spot with 

agency or manufacturer. Good writer. 
Box 2862, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING—SALES PROMOTION 
Strong on copy-ideas. Exp’d in campaign 
planning, agency procedure, premiums, 
rough layouts, production, editing house 
organ. Varied consumer & industrial pro- 
duct background. Excellent references. 
College grad. Age 31. Married. Now em- 
ployed. 

Box 2863, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


I’'VE RAISED MILLIONS by direct- 
mail; made a fortune. $1 tells you how. 


F. Lander Moorman, Dept A, Douglas, Ga. 


you make them. I have a well equipped 
studio and established volume located in 
N.E. Mich. Am looking for a future part- 
ner to take over all creative and produc- 
tion art as I’m busy with general agency 
work. Write about yourself, family, ex- 
perience, ambitions and include photo. 
Box 2860, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and 
185 N. Wabash Fr-2 0115 Chicago 
ADVERTISING: State University wants 
teacher with agency exp., Masters degree. 
500-$6500. Marketing, others. Give 
phone, hoto, qualif. Cline Teachers 
Agency, st Lansing, Mich. 
Advtg—Sales Prom—Texas 
Sales Prom. Asst—Food, Drugs $a00 
Advtg Prom. Mgr—Agricult’l S000 
Sculptor—Indus. Design 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 
ASS’T CIRCULATION MANAGER 
Publisher has opening for young promo- 
tion-minded college graduate who can 
write convincing subscription sales letters, 
handle details of direct mail campaigns, 
etc. Give age, education, experience, sal- 
ary required. 
Box 2866, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 
Commercial Artist...experienced, cap- 
able, industrious man whose best talent 
is in layout. To head Art Dept. of agen- 
cy. Guaranteed salary plus commissions 
should net $8,000 minimum. Send samples 
and qualifications to Mr. H. P. Blomeyer, 
Hosler Adv., Inc., Commercial Bank Bidg., 
Peoria, Ill. 
POSITIONS WANTED 
Missouri Journ. grad, major in adv.; re- 
tail, dir., national, radio, typography. Su 
plementary courses in Marketing. See 
job with daily, magazine or agency. Age 
23, married. Write R. L. Rushevsky, 211 
S. 8th St., Columbia, Missouri. 
PUBLIC RELATIONS EXECUTIVE 
12 years newspaper, publicity, public re- 
lations experience. Excellent press con- 
tacts. Thorough knowledge agency pro- 
cedure, house organ production, printing, 
photography. 35, married, any location. 
Box 2856, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
SEASONED ADVERTISING MAN 
Somewhere in Chicago there is a forward- 
looking agency or advertiser who is look- 
ing for this man! 20 year all-around ad- 
vertising background, enriched by ad man- 
ager and agency copy-contact experience. 
Unbeatable in direct-mail. Thorough 
knowledge of all phases of production. 
Able to meet and work with people. Write 
for resume. 
Box 2857, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Might this be of interest to you? After 
conducting a successful art studio for 
the past five years I am now considering 
“closing shop’. Wish to get back to art 
direction and the drawing board.... in 
other words I have become too involved 


in just being a business man. So, I’m 
“casting about” for a responsible position 
with a large organization who would pay 
a salavy of $150.00 a week. Have twenty 
years experience....a couple of which 
were used serving as instructor in layout 
and design at one of the larger art schools. 
Box 2858, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPY CHIEF 


Major-agency experience as writer and 
supervisor on wide range of consumer ac- 
counts, both space and radio. Accustomed 
to full responsibility for planning and or- 
ganizing campaigns. Works smoothly with 
— account men, creative people. East 
only. 


Box 2859, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


AGRICULTURAL AD MAN 
Top-notch agricultural-industrial ad man. 
8 years agency experience, now copy 
chief. Doubles on contact. Strong on plans. 
A shirt-sleeve producer. Young and ener- 
getic. Object: a bigger job. 

Box 2861, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Sales Executive with creative ability for 
new products & ideas. Experienced in 
point of sale and exhibit display. Desire 
a responsible firm only. 

x 2864, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLICATION MANAGER AND EDITOR 


Nationally years’ experience 
Can take over plet 9 t of one 
or several trade publications. Can direct all 


or any part of editorial, advertising, circula- 
tion, production, financial. Preferably avu- 
tomotive, petroleum or transportation field. 
Box 7506, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


HARD-HITTING SALES PROMOTION 
MERCHANDISING EXEC AVAILABLE! 
Result-getting dynamo, coast-to-coast contacts. 
Scored top promotion, merchandising “hits''— 
ready to give sound “shot in arm" to going 
or gone nat'l or regional camp ig ow 
with 44 agency, SP&M capacity; acc't exec ex- 
pe tag Can "Move" for you ofter Jan. 15! 
lary $11,000-$13,000, with future. 


Box 7510, ADVERTISING AGE 
100 E. Ohio St., Chicago Ii, Ill. 


FINE AGRICULTURAL ART 
Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Neb. 


AGENCIES! WANT RADIO BILLING? 
Our system of soliciting Radio Accounts 
is a “winner”! Write for details. 

Box 5 VERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


FCC Overlooks 
Net Violations, 


Okays Licenses 


Weiss of Don Lee Web 
Promises to Observe 
Commission Rulings 


WASHINGTON—Stations licensed 
to the Don Lee Broadcasting Sys- 
tem are to have their licenses re- 
newed, the Federal Communica- 
tions Commission said Wednes- 
day, even though there is ample 
evidence that the network has 
been violating the limitations on 
chain broadcasting. 

One commission member said 
the only reason he vated for re- 
newals is that other major net- 
works are doing the same thing, 
and he felt it would be unfair to 
punish Don Lee until all are called 
to account. , 

The FCC decision said an in- 
vestigation of Don Lee operations 
has been under way since Feb. 
15, 1946. The investigation, it said, 
demonstrates clearly that Don Lee 
has been “indifferent” to the rules 
FCC set up to limit the amount 
of control which networks may 
exercise over their affiliates. 

FCC said Don Lee would have 
been punished if any sanction less 
than denial of license renewal were 
available. 


a The commission said it is re- 
newing the licenses only because 
Lewis Allen Weiss, network vice- 
president and general manager, 
personally has guaranteed that 
in the future Don Lee will not, in 
any manner, violate the regula- 
tions. 

During the investigation, FCC 
had held up license renewals for 
stations KGB, San Diego, and 
KDB, Santa Barbara, both net- 
work-owned stations. In its re- 
port Wednesday, FCC said Don 
Lee signed standard affiliation 
contracts but let its affiliates know 
that they were expected to ac- 
cede to arrangements beyond those 
provided in the regulations. 

Among the violations listed by 
the commission were exertion of 
pressure to prevent affiliates from 
accepting programs of other net- 
works, pressure to force them to 
accept network programs on less 
than 56 days’ notice and pressure 
to treat as network option time 
more than the three hours per 
segment allowed in the chain rules. 

FCC said network officials, par- 
ticularly Mr. Weiss, “were most 
candid in admitting their con- 
duct,” though they denied they 


violated the rules. “Weiss clearly 


» 
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admitted in his testimony that he 
did not believe in the enforcement 


were inconsistent with the econo- 
mic interests of Don Lee,” FCC 
said. 


a Chairman Wayne Coy said he 


in|did not see how FCC could renew 


the Don Lee licenses in the light 
of the “wilful violations shown.” 
Commissioner Frieda Hennock, al- 
so dissenting, said that “the very 
integrity of the commission’s regu- 
lations” had been challenged. 

“These violations were neither 
inadvertent nor sporadic,” Miss 
Hennock wrote, “but were rather 
part of a concerted scheme of cir- 
cumventing the commission’s poli- 
cies. 

“We have a situation here in 
which the considered judgment of 
the commission, made after full 
deliberation and affirmation by the 
courts, has been superseded by the 
management of Don Lee because 
they felt it to be inconsistent with 
their own business purposes.” 

In voting for renewal, the ma- 
jority said that “an important 
practical difficulty” arises from 
the fact that the only sanction the 
commission has is the authority to 
refuse license renewal. 


a “Except in an aggravated case,” 
the majority said, “the commission 
is reluctant to impose a sentence on 
a licensee which not only termi- 
nates his existing operations but 
would preclude him from holding 
any other radio licenses. 

“Had we the authority to order 
a suspension, assess a penalty, or 
impose some other sanction less 
than a death sentence we would 
have no hesitancy whatsoever in 
doing so in this case.” 

Commissioner Robert Jones said 
he agreed generally with Miss 
Hennock’s dissent, but that he was 
voting for renewal because FCC 
has failed to act on complaints that 
other major networks commit the 
same offenses. 

“Since no other major networks’ 
licenses have been designated for 
hearing while the instant proceed- 
ing has been pending,” Commis- 
sioner Jones wrote, “equal justice 
under the commission’s network 
rules required that the licenses of 
the Don Lee Broadcasting Sys- 
tem be renewed.” 


PRSA Names Executives 


Public Relations Society of Am- 
erica has elected Milton Fairman, 
public relations director of Bor- 
den Co., as chairman of its 1950 
executive committee. Other com- 
mittee members include Ed Lips- 
comb, public relations director, Na- 
tional Cotton Council, Memphis; 
Franklyn Waltman, public rela- 
tions director, Sun Oil Co., Phila- 
delphia; and Abbott Washburn, di- 
rector of public services, General 
Mills, Minneapolis. 


Personal Products Ups Murphy 


George. H. Murphy, a director 
and vice-president of Personal 
Products Corp., Milltown, N. J., 
has been elected executive vice- 
president. He will continue his 
merchandising and advertising re- 
sponsibilities, and, in addition, will 
dizect the industrial relations de- 
partment and the research and de- 
velopment division. 


Bowker Opens Own Agency 


Benjamin C. Bowker, formerly 
public relations director and as- 
sistant to the president and board 
chairman, Willys-Overland Motors, 
has opened his own public rela- 
tions and advertising agency in To- 
ledo. Temporary offices of Bowker 
ag are located in the Manhattan 

g. 


Appoints Kastor Agency 


Schnefel Bros. Corp., Newark, 
manufacturer of cosmetics, has ap- 
pointed Kastor, Farrell, Chesley & 
Clifford, New York, to handle ad- 
vertising for the La Cross mani- 
cure line and Naylon cosmetics. 
Grey Advertising Agency formerly 


had the account. 
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ADDITIONS—Two new products have 
been odded to the household paper items 
made by Northern Paper Mills, Green 
Bay, Wis.—napkins and facial tissues. 
Here is the family, packaged to carry 
through the northern pine design. 


Seattle Admen Set 
Plans to Bail Out 
Symphony Orchestra 


SEATTLE—The advertising pro- 
fession in Seattle has pitched in 
on a new civic chore—building 
public support for the Seattle 
Symphony Orchestra. 

Action was taken by the Ad- 
vertising and Sales Club of Seattle 
at a time of crisis in the orchestra’s 
affairs. The orchestra had canceled 
one concert because ticket sales 
were so poor; there was doubt 
even whether it could finish out 
the season. 

At that point the adclub went 


} to work, voting “to do everything 


it can for the balance of the sym- 
phony season to assure full houses 
at every subscription concert.” 

Harry Pearson, club president, 
named a committee of eight to get 
busy. The committee is headed 
by Robert A. Baker, of Frederick 
Baker & Associates. Mr. Baker said 
the club’s action means “complete 
support of more than 100 adver- 
tising executives, the advertising 
departments of all major retail 
stores, and media people.” 

Orchestra members have agreed 
to give up their guarantee and play 
for house receipts. 


To Publish ‘Children’s 
RTW Scout’ Jan. 10 


Ready to Wear Scout Pubtish- 
ing Co., New York, will launch 
Children’s RTW Scout Jan. 10 as 
a monthly publication giving 
styles, trends and resources in the 
children’s ready-to-wear market. 
It will be published in newspaper 
format. 

The open rate will be 30¢ a line 
with a 15% premium charge for 
back page position. 


Rent-a-Car Names Agency 


Avis Rent-a-Car Service, De- 
troit, which operates a_ rent-a- 
car service at about 75 U. S. air- 
ports and is expanding this ser- 
vice, has appointed Lindsay Ad- 
vertising Agency, New Haven, 
Conn., to handle its account. The 
program will include consumer and 
trade publications, direct mail and 
sales promotion. 


Whizzer Motor to Randall 

Whizzer Motor Co., Pontiac, 
Mich., has named Fred M. Randall 
Co., Detroit, as advertising counsel 
of the Whizzer line of bike motors, 
motor bikes and motor bike ac- 
cessories. Magazines and news- 
Papers will be used. 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Letter Contest Date Set 


Dartnell Corp., Chicago, has set 
Jan. 31 as the closing date for its 
14th annual Gold Metal Letter 
competition. Twenty gold medals 
will be awarded for winning let- 
ters, with winners selected on the 
basis of results achieved by the 
letters entered and their adapta- 
bility to other lines of business. 
The business research publisher is 
located at 4660 Ravenswood Ave., 
Chicago 40. 


NBC Renews KFI Contract 

Fo!lowing inconclusive negotia- 
tions by National Broadcasting Co., 
which had been seeking to pur- 
chase KMPC, Los Angeles, for op- 
eration as a network-owned sta- 
tion, NBC has renewed its affilia- 
tion with Station KFI for two 
years, beginning Jan. 1, 1950. 


Appoints Lindsay Agency 

Ansonia O & C Co., Ansonia, 
Conn., producer of elastic webbing, 
has placed its advertising and pub- 
lic relations with Lindsay Adver- 
tising Agency, New Haven, Conn. 
Direct mail. and trade publica- 
tions will be used. 
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SPLENDID ISOLATION 


“Test Town, U.S.A.” stands alone and unchallenged. There 
is no other market of comparable size within 90 miles—and 
few markets anywhere of comparable value for tests. The 
South Bend market gives you a perfect cross-section of the 
nation’s industrial-agricultural structure. Buying habits here 
are guided by one newspaper—and only one —The South 
Bend Tribune. Want the whole story? Write for free market 
data book entitled “Test Town, U.S. A.” 


Soulh Mend 
ss Cribune C—lcL[ 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


about 


Artist Stayton Underhill tells the ruth 


REILLYTYPES! 


This fine Slayton Underhill drawing 
is the sort of art that puts a duplicate 
magazine plate to the test. The dot 
structure depth of the engraving must 
be faithfully retained in all its subtle 
tonal values—so the molding medium 
is a crucial factor in determining the 
quality of the duplicate. REILLYTYPES 
are molded exclusively in Vinylite. 


Four duplicate plates, molded in four © Shadow dot depth is all-important. 


different mediums from the same Smooth printing of colors depends on 
original, were subjected to scientific full shadow depth. Every original we 
depth measurements by a famous receive is first inspected—and full 
university research laboratory. The dot depth is retained. A REILLYTYPE 
electronic microscope found Vinylite is the only duplicate plate that meets 
superior to all other three mediums in the dot depth requirements of leading 
general use today, including lead! No — magazines. We actually guarantee 


other medium penetrates like Vinylite. soft edges, delicate vignettes. 


The truth is that a rewtytype attually out-originals a duplicate-original! Duplicate 
engravings cannot possibly be identical—but a rEWLyTyYPE is an identical duplicate of the 
original. A REILLYTYPE costs 60% to 75% less than a duplicate original in full color work, 
and saves almost two weeks production time! 


Reilly ELECTROTYPE GOMPANY 


NEW YORK 


dent Electrotype Co., Indianapolis, Ind. + American Electrotype Division, San Francisco, Calif. + Lake Shore Electrotype Co., Chicago, mW. 
Michigan Electrotype & Stereotype Co., Detroit, Mich. + Reilly Plastictype Division, Los Angeles, Calif. 
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Along the Media Path str 


e@ The big gain in newsstand sales 
of Science & Mechanics during the 
past year is shown by the print 
order for the February, 1950, is- 
sue, which went on sale last week, 
of 825,000 copies—200,000 more 
than a year ago. V. D. Angerman, 
publisher, points out that 96% of 
the magazine’s total circulation is 


They hope “to make prosperity 
Synonymous with Tennessee,” but 
don’t neglect the possibilities for 
good business in the whole nation. 


e@ Add biggest issues of ’49: 
The New Orleans Item published 
the largest regular edition in the 


73 years of its history with a 64- 
page issue Dec. 20, which featured 
Christmas gift suggestions for late 
shoppers. Local advertisers tied in 
with more than 110,000 lines of 
advertising. 


e WCON-TV, scheduled to go on 
the air early this year, was given 
a big buildup with a week-long 
“TV Parade of Progress” in the 
Atlanta Constitution’s showroom. 
Radio stars on the Constitution sta- 


tion, WCON, staged informal shows 


for thousands of visitors, who were 
invited to watch the reception of 
both live and film programs over 
video sets produced by ten manu- 
facturers and displayed by Atlanta 
area distributors. 


e@ The many features and depart- 
ments which comprise “Call-Bul- 
letin Sparkle” are summarized in 
a little folder issued by the San 
Francisco daily. 


@ The Cincinnati Enquirer gave a 
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unique twist to its holiday card by 
sending each staff member of its 
national advertising representative, 
Moloney, Regan & Schmitt, a giant- 
size, folded greeting thanking 
“those wonderful guys” for their 
year-around work. 


Names Ernest Byfield Jr. 


Weiss & Geller, New York, has 
named Ernest Byfield Jr., former- 
ly assistant director of sustaining 
programs at NBC-TV, as director 
of television. 


newsstand sales. Circulation has 
been boosted from a guarantee of 
350,000 ABC net paid during the 
first half of ’49 to 500,000 for the 
February issue. ~ 

Advertising linage for the Feb- 
ruary book is up 18.7%, while 
revenue is 42% more than a year 
ago, Mr, Angerman says. 


e A special “Made in France” 
portfolio, bound into the January 
Fortune, was engraved and printed 
in that country, then shipped to 
the U. S. and presented with For- 
tune’s “frank hope that it will pro- 
mote the sale of French goods in 
the U. S.” The work was directed 
by Time Inc.’s art adviser, Francis 
Brennan, whose achievement won 
him official recognition from the 
French government. 

Most of the products displayed 
were photographed by a French 
photographer and the paper was 
made in France specially for the 
portfolio. A roster gives the names 
of manufacturers and organiza- 
tions which offer information on 
exports. 


e A complete breakdown of the 
transportation used and places 
visited by teachers in The Instruc- 
tor’s 1949 “Travel Contest” is 
made in an analysis just issued 
by the magazine. The contest is 
an annual affair, offering $1,000 in 
cash prizes to 46 winners, who 
must write articles of trips they 
themselves have taken. Best man- 
uscripts are published in The In- 
structor’s Travel Department from 
February through June. 


e “Let’s Sell Optimism!” is the 
plea of the Tennessee Association 
of Broadcasters to business lead- 
ers of the state. The association is 
backing the plan to overcome any 
anticipation of a recession with a 
public service series of announce- 
ments, broadcast several times 
daily by the 37 station affiliates. 


(Advertisement) 


New Dayton Rubber V. P. 


Herbert S. Waters has been ap- 
’ pointed vice-president and director of 
products of The Dayton Rubber Co., 
Dayton, Ohio. 

Manufacturers, wholesalers and re- 
tailers—all must keep well-informed 
on developments in production and dis- 
tribution. That’s why so many people 
who are moving ahead in business are 
regular readers of The Wall Street 
Journal, as is Mr. Waters. 

Included in the 236,110 daily audience 
of this Only National Business Daily 
are many thousands of men who buy 
or influence buying for their organiza- 
tions. Why not sell in this rich, respon- 
sive market by advertising in The Wall 
Street Journal? 


Nae 


THE IRON AGE « 


CHILTON 


HARDWARE AGE « 


DEPARTMENT STORE ECONOMIST « 
COMMERCIAL CAR JOURNAL « 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. ad 


100 East 42nd Street 
New York 17, N. Y. 


—— 
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BOOT AND SHOE RECORDER ¢ THE OPTICAL 
THE SPECTATOR LIFE INSURANCE IN ACTION 
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Two Exhibits Scheduled 

The Washington Gift Show has 
been set for Jan. 15-19 at the Wil- 
lard Hotel, Washington, D. C. The 
27th annual New York Lamp 
Show will be held Jan. 23-27 at 
the Hotel New Yorker. 


Appoints R. F. Miller 

Yale & Towne Mfg. Co. has ap- 
pointed R. F. Miller, formerly sales 
control director, as assistant man- 
ager of sales promotion and ad- 
vertising for its Philadelphia di- 
vision. 


Ross Roy Appoints Three 

Vincent E. Butterly and E. G. 
Baldes have been named contact 
men on passenger car programs 
being handled by Ross Roy Inc., 
Detroit agency. Harry W. Mellen 
has been appointed comptroller of 
the agency. 


Names Joseph A. Raphael 

Louis Sherry Preserves, New 
York, has appointed Joseph A. 
Raphael, formerly with Green- 
wich Preserves, as sales and ad- 
vertising manager. 


Fairchild Publishes 
Its 6th Annual Tax 
Guide for Retailers 


New YorK—The most recent 
Treasury Department rulings af- 
fecting retailers have been an- 
alyzed and included in the 1950 
edition of “Fairchild’s Income Tax 
Guide for Retailers,” sixth annual 
edition of its kind issued by Fair- 
child Publications Inc. 


The book, which is priced at 
$3, provides interpretations of all 
tax laws affecting retail opera- 
tions, including those for indi- 
viduals, partnerships and corpora- 
tions. Detailed information is in- 
cluded on all tax regulations an- 
nounced juring the past year. 

The guide, prepared by Harold 
Gold and Louis Haimoff, mem- 
bers of the New York bar, in- 
cludes sample tax forms, gives 
step-by-step instructions for fill- 
ing them out properly, and offers 


Editorial 


INDUSTRY 


VIEWPOINTS 


Beware of the New Virus 


HERE is a new virus going the rounds. No one has seen it but every one seems 
to be feeling the effects of it. There is no real cure at this time. Doctors are 


working on it. 


The sad thing about this new virus is that it creeps up on you. First it eases the 


i OE tl mn 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES «+ 
THE SPECTATOR PROPERTY INSURANCE REVIEW 


pain of getting something for nothing. Then it twists the brain center so that a hope 
becomes a fact. It blots out all lessons learned at home, at church and in school. It 
develops so fast that it often acts on the sympathetic nervous system and upsets the 
glands. 

Emotions are stirred up to an extent that the patient feels that everyone owes 
him a living. That he ought to have everything he wants. In severe cases he believes 
the boss, the government, his wife, his children or even the priest or pastor are out to 
keep him from enjoying life without responsibility. 

This virus appears to eliminate the positive and accentuate the negative. Nothing 
is right. Everything is going to the dogs. There is no hope except to work for the 
day when there will be nothing to do except get the monthly check from the govern- 
ment or the company. 

There are some doctors who say this virus is the result of severe scar tissue car- 
ried over from the depression of the 1930’s. Other experts think we are incapable of 
meeting the daily grind any more. Some mavericks believe the last war put the skids 
on our ability to face facts, work for what we want and save for a rainy day. 

Research is still going on but the virus has not been isolated. It has an odd way 
of hitting all people. At first it seemed to hit the weary workers who saw nothing 
ahead but war, starvation and no chance to get the boss’s job. 


Lately there is a more ominous turn to events. This virus is attacking some of 
the people responsible for the industrial progress of the country. There is no telling 
how far it will go in that direction. If it becomes epidemic we may as well turn out 
the lights and just sit down and wait for doomsday. 

Top management in some cases is rising up in arms. They are pointing to their 
own ranks where some officials are looking longingly at the pension age limit. At the 
pay to come. At the day when there will be no more decisions and lots of time to do 
nothing. 

Before this mirage affects the best brains of the country it is probable that a 
cure will be discovered. Until then it is well to look out for the new virus which is 
nameless but which may be called “fear of living.” 


anes C. Crrphene 
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50 tax-saving steps by which re- 
tailers may avoid over-payments} 
on their 1949 returns. 


Miller Agency Opens 
Long Island Branch 


Miller Advertising Agency, New 
York, has opened a Long Island 
branch with a fully staffed organi- 
zation to handle the agency’s real 
estate, automotive and retail ac- 
counts in Queens, Kings and Nas- 
sau counties, New York. 

Simultaneously the agency has 
appointed Robert Miller, formerly 
an account executive, as general 
manager of the new office. 


Farish Named Sales Manager 

R. Starr Farish, assistant sales 
manager for the New England 
Fish Co., Seattle, has been named 
sales manager, handling canned 
salmon, tuna and crab and pack- 
aged frozen fish. 


Wisser Joins Storm & Klein 
Lawrence Wisser, formerly with 
Lawrence Fertig & Co., and Fed- 
eral Advertising Agency, New 
York, has joined the executive 
staff of Storm & Klein, New York. 


* Quineiled 


Than Take a look i 
WHINS Suv contour 


WHTN’'s.5 mv/m contour 
wraps up the rich Huntington 
market better than that of 
any other station, regard- 
less of power. Cost is lower, 
too. Add to this an FM bonus 
on WHTN-FM, most powerful 
FM station in the Central Ohio 
Valley, and you've got a low- 
cost, high power medium for 
tapping the gold in these hills. 
Take a look at the Huntington 
Market . . . $300,000,000 in 
retail sales . . . then make up 
your mind to get your share by 
using WHTN and WHTN-FM. 


THE POPULAR STATION 


1\Al i 
ye A P...4 


1,000 WATTS $3,000 WATTS 


HUNTINGTON, W. VA. 


For availabilities, rates and 
other information, wire, write 
or phone 
PACE-WILES, INC., 
Advertising 
Huntington, West Virginia 
National Representatives 
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Gives San Antonio Inquirer 
His Theory on Television 

To the Editor: In the Voice of 
the Advertiser of Dec. 5, an agén- 
cy man of San Antonio asks for 
help in getting acquainted with 
the intricacies of television. I 
would like to advance for his con- 
sideration my own pet theory 
which I am convinced is sound. 

Most of the characters you see 
on television look like something 
that was found when the corner 
stone was turned over, yet in real 
life we know that most of these 
people are pretty decent looking 
citizens. The limitations of tele- 
| vision lighting and lack of decent 
camera angles to my mind are re- 
sponsible for most of the bad ex- 
amples of photography which 
reach our television screen. If the 
man at the back end of the tele- 


This department is a reader’s forum. Letters are welcome. 


vision camera were more of a cam- 
era man and less of a radio tech- 
nician, he could improve his photo- 
graphic technique with much bet- 
ter end results. 

I have been watching very close- 
ly during the last two weeks to 
check camera angles, and invari- 
ably I find the television camera 
much too low with the result that 
noses are foreshortened, nostrils 
very visible and chins distorted 
unbelievably. The bad camera an- 
gles coupled with hot top lighting 
emphasizes the lack of good model- 
ing lighting. 

Since there is little fundamental 
difference between a _ television 
set and a movie set, as in both 
cases lighting should permit un- 
limited movement of the actors, it 
seems to me our San Antonio 
friend could do himself and tele- 


INDUSTRY 


AND POWE 


We reece W-A-Y B-A-C-K to the men who decide 


It’s the men on industry's firing line — 
plant engineers, operations officials, de- 
partment heads — who make the recom- 
mendations that become top-brass de- 
cisions on new equipment and facilities. 
These are the men who read INDUSTRY 
AND POWER —and find it a treasure 
trove of information that makes their 
jobs easier, their plants more efficient. 


Carrying a PUNCH that gets attention 


Full color covers, attractive format, chal- 
lenging titles, bold-face summaries, 
sketches, diagrams, pertinent illustrations 
all help to add the punch that invites 
readers to stop at INDUSTRY AND 
POWER'S every page. The punch that 
gets attention is backed with data that 
keeps readers actively interested — and 
encourages them to “do something 
about it.” 


Plus PULLING POWER that gets results 


“Doing something about it” most fre- 
quently requires equipment. Editorial re- 
ports of improved plant practice establish 
the need for equipment advertised. That's 
a winning combination for advertisers. 
Witness: Over 33,000 letters and in- 
quiries directly to our offices in 1949. 


With PROOF for EVERY point 


INDUSTRY AND POWER offers proof 
of its selling effectiveness. First, a plant 
by plant, man by man record of VERI- 
FIED READERS offers proof that we 
reach the plants and men on your pros- 
pect list. You are invited to compare 
sample names from your list with samples 
from our VERIFIED READER list. 


Second, we offer reports on inquiries to 
the magazine and reports of traceable 
sales by advertisers that will prove space 
in INDUSTRY AND POWER the best 
investment you can make to help sell your 
product to plant operating men. Let us 
send you our new study, “Verified Reader- 
ship in Action,” a report on verified 
readers in Fort Wayne, Indiana. 


vision a favor by learning some- 
thing of the movie industry’s tech- 
nique and lighting. 

Undoubtedly a lot of television 
people will say that they are doing 
this now, but to paraphrase Will 
Rogers, “All I know is what I see 
on the screen,” and for my money 
the first improvement in television 
should be photographic technique. 
When we have whipped that we 
can start to work on the scriptors. 
Television definitely is an enter- 
tainment medium just as movies 
are, and the public has been con- 
ditioned to the kind of lighting 
they see on the theater screen. 

It would seem to me more eco- 
nomical to use the techniques 
which the movie camera man has 
already acquired and use tele- 
vision cameras as cameras, with- 
cut figuring how the electrons get 
in, get bumped round and go out 
to our television screen. 

STuART GRANT, 

Advertising and Sales Pro- 

motion Manager, Walter Kidde 

& Co., Belleville, N. J. 


He’s Stuck with Ii 


To the Editor: Attached is a re- 
print of a new advertisement ap- 
pearing in the Dec. 15 issue of 
American Machinist, and both 
Iron Age and Steel next week. Be- 
cause it is so new and so unusual, 
we are immodestly giving you the 
story behind it. 

A man who goes along at the 
same unaccellerated pace never 
makes too much progress. On the 
other hand, one who occasionally 


shows a burst of something dif- 
ferent seems to make the grade 
a little faster. So it is with com- 
panies, and so it is with advertis- 
ing. 

We worked this advertisement 
out with our agency, Buchen Co., 
for the express purpose of having 
something different. We wanted to 
acknowledge the Christmas spirit, 
but we wanted to do-it in a dif- 
ferent manner from the _ usual 
greeting. Naturally, we wanted to 
drag our product into it, even 
though the idea of Santa Claus 
and a turret lathe don’t usually 
mix. We felt that if the job could 
be done and done well, it would 
be good for a friendly chuckle. 
Such a chuckle would be an ex- 
cellent Christmas gift to our friends 
in the metal-working industry. 

In taking the photo, we wanted 
to get an actual machine in a cus- 
tomer’s plant. The master me- 
chanic, Mr. Crawford, out at Clay- 
ton-Mark in Evanston, offered his 
full cooperation. The Santa Claus, 
who prefers to remain anonymous, 
agreed to pose. A number of photo- 
graphs were taken amidst real 
comradeship and the complete 
project, because of its unusual- 
ness, ended up more fun than 
work. 

After looking over the various 
poses, we found this one seemed 
best to meet our requirements. We 


made the plate, three deadlines, 
and three hopeful prayers for 
right hand pages. 

At this moment, we expect three 
logical results, all controversial: 

(1) Because it bleeds from all 
four sides of the page and contains 
no copy, it should be good for a 
“double take.” The man who 
thumbs through the magazines will 
possibly realize that he has passed 
something out of the ordinary and 
will turn back to see just what it 
was. This should get us a greater 
individual readership. 

(2) Unfortunately there will be 
a negative reaction by some read- 
ers. Those who don’t know who 
we are or what we make cannot 
be considered prospects for our 
machines, so we can skip these 
people. Those who think it is stu- 
pid and cannot see the connection 
between Santa and a turret lathe 
are too practical for their own 
good and need a strong lesson on 
the Christmas Spirit. 

(3) Those who do like the ad 
will either like it because it is 
different (no copy) or because 
they appreciate the tongue-in- 
cheek association of Santa with 
machine tools. If each of these 
persons can get a little warm spot 
in his heart out of seeing this ad, 
we will be well rewarded for our 
effort. 

That’s our story ... and I’m stuck 
with it. If the ad accomplishes 
nothing else, it will give my man- 
agement a legitimate excuse to call 
me a fool and fire me for being 
one, if they are so inclined. I like 
the ad anyway. 

Marsh HANKs, 

Advertising Manager, Gisholt 

Machine Co., Madison, Wis. 


Corn (Verse, That Is) 
Lends Appeal to G&B Ad 

To the Editor: Doggerel poetry 
is always awful but our artist 
souped up this bit of verse (7?) 
in such a manner that I think per- 
haps it might be read and what is 


The foce of this man is @ picture of woe 
He has bettered the ccowd and trudged through the snow 
Exchanging the gift that you sent him — a setter 
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more, it should sell bottles of Gal- 
lagher & Burton’s for our retail- 
ers. 

It is such a sheer bit of corn 
that its very corniness may make 
it appeal enough to register the 
suggestion to buy Gallagher & Bur- 
ton’s. 

They are not being used in New 
York as they are not legal. 

A. C. EBBESEN, 

Advertising Manager, William 

Jameson & Co. Division, Sea- 


gram-Distillers Corp., New 
York. 
ee ee 
Columbia Chemical Sends 


Out 9-Year Calendars 


To the Editor: Under separate 
cover I am mailing you one of the 
new Pittsburgh Plate Glass Co., 
Columbia Chemical division, per- 
manent, three-year, three-month 
calendars. It is a revised calen- 
dar to take the place of a similar 
one we distributed nine years ago. 

We replace the pads every three 
years and I would just like to say, 
as regards the first calendar, at the 
end of six years we had requests 
for refills in the amount of two- 
thirds of our original calendar dis- 


\ 
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tribution. 

Two of the most important rea- 
sons we have for wishing to dis- 
tribute an entirely new calendar 
are: 

(1) Our address has been 
changed from New York to Pitts- 
burgh. 

(2) We believe that a great 
number of the old calendars may 
be in the hands of persons now 
uninterested in our business and, 
by distributing a new one, we can 
place them in our present custom- 


Advertising Manager 
Steubenville (Ohio) Herald-Star 


Saturday they 
“come to town” 
in Steubenville 


@ You couldn’t get a minority, 
let alone a majority, of Steuben- 
ville merchants to think of clos- 
ing their stores on Saturday 
night. The streets are crowded, 
the stores are jammed and cash 
registers sing a merry song of 
sales and profits, for Saturday 
is the day “they come to town.” 


Here is why. The big super 
markets keep open Thursday 
and Friday nights. Saturday 
they let the rest of the mer- 
chants compete for the retail 
dollar—all $62,000,000 of them— 
that’s our annual figure. 


It works out swell, too, for it 
gives everyone an opportunity 
to “come to town,” not only to 
shop but to visit with friends. 
It’s a profitable night for our 
merchants who act as host to 
customers from three states. 


Steubenville, although 21st 
city in Ohio in population, stands 
15th in retail sales, 13th in food 
sales, 13th in drug sales and 12th 
in general merchandise sales. 
28,000 families buy the Herald- 
Star every day for news of the 
world AND NEWS ABOUT 
GOODS AND SERVICES. For 
a test campaign or a regular 
schedule this is it! My time is 
your time when you want some- 
thing done in Steubenville. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 
@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 
These 4 repiesented by 
John W. Cullen Company 
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ers’ and prospects’ hands. 

I would like to point out that 
considering the original cost of 
the calendar, plus two refills, the 
total cost will be approximately 
25¢ per year. This takes into con- 
sideration the fact that the calen- 
dar will be hung for nine years. 

H. L. Poutton, 

Advertising Manager, Pitts- 

burgh Plate Glass Co., Colum- 

bia Chemical Division, Pitts- 
burgh. 


You Take Your Choice 

To the Editor: Once again that 
impudent imp “Juxtaposition” 
rears his capricious head. 

Our client, Welfare Finance 
Corp., subscribed to our opinion 
that “selling” the benefits of 
money might do a better job than 
just announcing the fact that 
money was available. 

The ad captioned, “Nobody 
wants money,” appeared in the 


| 
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WELFARE FINANCE CORP 
» LOL, Mp. 


Cincinnati Enquirer as indicated 
on the enclosed tear sheet. 
Results from our ad appear to 
be excellent. Because we have no 
way of knowing our competitor’s 
experience, however, it’s difficult 
to tell whether this juxtaposition 
was advantageous or not for him. 
I’d appreciate the reaction of 
you and/or your readers. 
STANLEY B. PARKINS, 
Mueller-Liebing-Parkins Inc., 
Cincinnati. 


Puts Cart Before the Hearse 
To the Editor: Attached is a 
tear sheet from a Los Angeles 
community newspaper in which 
the layout man has placed a mort- 
uary advertisement above that of 
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Makes This Examinauon Possible at the Above Price 
BASIC DIAGNOSTIC OFFICES 


DR. JULIUS BOANDL, D.C. 
018 WHITTIER BLVD. Phone ANgelus 2.2466 


HOURS: MON. WED. FRI, © AM. .M. TUES. THURS, 
an he Pad. "are wane 7O"i bee 


a local doctor, which may be a 
800d means of making the doctor’s 
advertisement more effective. 

D. B. HaAusE, 


Advertising Manager, Ar- 
mour & Co., Chicago. 
i a 
Woolf Lesson Makes a Sale 


To the Editor: This is too good 
to keep, keep from Mr. James D. 
Woolf. 

On Nov. 14 Mr. Woolf’s column 
ran this paragraph: 

Then one morning a full-page 


newspaper ad displayed this head- 


line: “Make Your Daughter A 
Lady.” The copy said that music 
was the soul of culture, that ability 
to play the piano was the acme of 
social finish, the secret of popu- 
larity. Then followed factual copy 
about the piano itself, what a fine 
value it was. Twenty-four hours 
later, it is said, every piano was 
sold. 

On Sunday, Dec. 4, the Omaha 
World-Herald had this want ad: 

PIANO, Make a lady of your 
daughter. Fine Kurtzman upright 
piano. Concert pianists selection, 
$100 cash. No less. HA 3858. 

The usual offers of the going 
price of $10 for used pianos de- 
veloped. And then a medical stu- 
dent called on the phone. “Any 
objection to my father’s son being 
a gentleman and buying your 
piano?” he asked. It was a deal. 
I know—it was our piano. 

Tell Jim Woolf that he has a 
drink coming—and soon—and he 
can name the brand. 

Louis A. LEPPKE, 
° Omaha, Neb. 
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Station Representative 
Group Appoints Avery 


Lewis H. Avery, president of 
Avery-Knodel, has been named 
president of the National Associa- 
tion of Radio Station Representa- 
tives, New York. 

Other new officers are Richard 
Buckley, who heads the New York 
office of John Blair & Co., vice- 
president; James LeBaron, gen- 
eral manager of Ra-Tel Repre- 
sentative, secretary; and Joseph 
Timlin, vice-president of Bran- 
ham Co., treasurer. T. F. Flanagan 
continues as managing director. 


Freitag Joins Agency Net 
Freitag Advertising Agency, At- 
lanta, has been elected a member 
of the Affiliated Advertising 
Agencies Network, bringing the 
number of market areas repre- 
sented by AAAN agencies to 34. 


Victor Chemical Ups Stanley 


Morris R. Stanley, assistant di- 
rector of sales, has been advanced 
to director of sales of Victor Chem- 
ical Works, Chicago, producer of 
industrial chemicals. 


Pilkington Promotes Two 


Pilkington Brothers (Canada) 
Ltd., Toronto, has promoted Don- 
ald H. Jupp, formerly glass sales 
manager, to assistant general man- 
ager. Gordon S. Hull, specialty 
sales manager and acting glass 
sales manager, has been appointed 
glass sales manager. 


Wesley Bowman Studio, Inc. 
360 North Michigan Ave. e Chicago 
Phone CE 6-0233 


ATF 


Adcuts 
and 


Logotypes 


Company or personal signatures, trade marks, 
emblems, symbols, designs can be cast in type 


in hard, long-wearing, foundry type metal. These 
are ADCUTS. Combinations of letters, points or 
figures can be set up in any ATF type and cast 
on single-piece bodies. These are LOGOTYPES. 


They may be firm names and addresses, heads on 


office or factory forms, imprints, envelop corner 


cards. They prevent errors on repeated use, re- 


duce costs of composition and assure uniformity. 
ADCUTS and LOGOTYPES can be cast in any 
desired number, and additional castings made any 


American Type Founders &) 


@EATTIE & CO., PRINTERS, PORTLAND, ore. 


ee = 


MACE INY. S.A 


%. J. PASS BOOK CO., NEWARK, H. J, 


time from the same matrices, at less than the cost 


of electrotypes. They print sharp and clean. The 
finest of lines are free from undercutting; count- 
ers are deep. They need no shoulder for tacking; 
can be trimmed flush with the design to exact 
point sizes that line up with type. They are the 
only practical means of dropping snugly into the 
body text company or product names in their 
characteristic styles. 

Send us a sketch and your specifications for a 
particular job and let us submit quotation and 
complete information. 


Type Merchandising Department 


200 ELMORA AVENUE, ELIZABETH B, NEW JERSEY 
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Rossini Predicts 
More Advertising 
for German Trade 


New YorkK—Large advertising 
budgets promoting two-way trade 
between the United States and 
Germany were predicted by Vin- 
cent Rossini, president of Admiral 
Advertising Agency, at an exhibit 
of postwar German advertising 
media at his agency. 

Mr. Rossini said the bulk of 
German advertising in the U.S. in 
1950 will be carried by business 
papers and newspapers. 

Admiral Advertising Agency, 
through its international division, 
Rossini Advertising Agency, has 
organized a special unit for the 
“coordination of trade” with Ger- 
many. The unit assists in establish- 
ing trade connections between 
German and Americah companies, 
and furnishes data on German 
markets to American companies. 


Handles Trade Relations 


Licensed Beverage Industries, 
New York, has. appointed Jesse 
Stechel, formerly editor of Spirits, 
Monopoly State Review, and Pack- 
age Store Management, to handle 
trade relations. Mr. Stechel suc- 
ceeds Jack Glasser, who has be- 
come director of trade relations 
for Calvert Distillers. 


Stroup Joins Bonsib 

Barbara Stroup, formerly with 
the production department of Har- 
old Walter Clark Inc., Denver 
agency, has joined Bonsib Adver- 
tising Agency, Denver, as a de- 
signer. 


Names Erwin, Wasey 


Erwin, Wasey of Canada, To- 
ronto, has been appointed to han- 
dle the advertising of Barret Bob 
Pin Co., Toronto. 


KLX Covers 


— [OAKLAND, CALIFORNIA 
| AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


Inc 


Wistful Wishing 


Things were fine in forty-nine 

Our billings sure were nifty! 

And to keep you happy publisher 
mine 

I’ll work like hell in fifty! 

I'll show your paper and sell your 
space 

and run your errands ’till my socks 
are lace. 

I’ll brag about your city— 

It’s the greatest in the state— 

I'll prove it is a pity 

That you get so low a rate. 

T’'ll do everything I can 

To make your paper live 

If you’ll continue me 

As your representative. 

JERRY McDONALD, 

Partner, Ralph R. Mulligan, 

New York. 

Publishers’ representative Mr. 
McDonald was delivered of a New 
Year’s resolution no publisher could 
regret. Let’s have more poetry 
from AA contributing readers. No 
pay involved. 


Lambert Names Morrill 
to Ad, Marketing Post 


Lambert Pharmacal Co., St. 
Louis, has named Stanwood A. 
Morrill, formerly vice-president in 
charge of sales, as director of mar- 
keting and advertising for both 
Lambert Pharmacal and Pro-phy- 
lac-tic Brush Co., Lambert subsi- 
diary. 

Mr. Morrill, who was with Ruth- 
rauff & Ryan before joining Lam- 
bert, will make his headquarters 
in Jersey City. 


To Sponsor Wrestling Matches 


Tuesday night telecasts of the 
wrestling matches in San Fran- 
cisco’s Coliseum Bowl] will be spon- 
sored by the Bay Area Ford Deal- 
ers’ Association over Station KGO- 
TV, San Francisco. J. Walter 
Thompson Co., San Francisco, is 
the agency. 


Sponsors ‘Crusade in Europe’ 


Detroit Edison Co. has pur- 
chased the entire 26-week series 
of “Crusade in Europe” telecasts 
to begin early in January on 
WXYZ-TV, Detroit. Campbell- 
Ewald Co. is the agency. 
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¥ The Elks market 


HOME 


EQUIPMENT 


Over 970,000 men of substance 


and character are Elks. 


These readers of The Elks Magazine 


want and are able to buy 


substantial comforts and conveniences. 


68.9% own their homes. 


With a median annual combined family 
income of $5,472.33, they are financially 
able to buy your home equipment. 


iF YOU TELL IT IN 


MAGAZINE 
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New president of the University of Rochester Alumni Association for 
greater New York is Ernest D. Ward, manager of advertising and public 
relations for Best Foods. . . Sarah P. Millier, director of public relations 
ef the Art Center School, Los Angeles, has been elected to the board 
of directors of the women’s division of the Los Angeles Chamber of 
Commerce. . . Miller Brewing’s president, Frederick C. Miller, is the 
new president of the Milwaukee Brewers’ Association. He succeeds 
William J. Janssen, president of Blatz. . . 

Stephen Heiser, Chicago commercial photographer, had a request a 
couple of weeks ago from an ad agency in South America for “an 
excellent studio photograph in Kodachrome ... of a pretty girl... in 
the act of serving a glass of beer.” There was a catch, though. “The 
girl should have a great deal of ‘sex appeal,’ using for it a model who 
would correspond to the sentence published in Time magazine . . . 
which says in text, ‘She makes you feel thirty.” After some research, 
it was decided that Time’s beautiful girl was Louise Hyde, Miss 


’ Pepsi-Cola on TV—“the girl who makes you feel thirsty.” Heiser is 


completing the assignment with a Chicago model as his subject. . . 

Leon Hussey, v.p. and senior research expert for Fuller & Smith & 
Ross, Cleveland, who has been with the agency for 30 years, retired 
Jan. 1. He’s the first staff member to do so under the pension system 
set up by F&S&R last year. . . Procter & Gamble’s secretary, H. Trux- 
ton Emerson, who has worked for P&G for 50 years, also retired as 
of Jan. 1. He will continue for several months in an advisory capacity. . . 


\ 


PHOTOGRAPHIC STUDY—Dewitt D. Wise, former president of the Columbia Scholas- 
tic Press, found a beautiful subject for the first picture of a new Ansco camera, 
which he won as first prize in an essay contest held by the Publicity Club of New York. 


John L. Collier, pres. of B. F. Goodrich Co., was made a Chevalier 
of the Legion of Honor at a ceremony in Akron “in token of the 
gratitude for the services he rendered to the Allied cause during the 
war and to French industry in its period of reconstruction. . .” Presen- 
tation was made by J. J. Viala, French consul-general, in the presence 
of other French dignitaries and company officials. . . 

George Lamont, who has been with MacLaren Advertising Co., 
Montreal, was given a farewell party before leaving to take over new 
duties as media supervisor of Young & Rubicam, Toronto. Glen Mackay, 
pres. of the Advertising & Sales Executives Club of Montreal, presided 
as extender of best wishes, and W. J. C. Sutton of the Gazette Pub- 
lishing Co. presented a mantel clock. . . 

The 1950 winner of the Poor Richard Club’s annual Gold Medal is 
Paul Hoffman, ECA administrator, who will receive the award at the 
club’s annual banquet at the Bellevue-Stratford, Philadelphia, on Jan. 
17. Mr. Hoffman also will participate in the day-long celebration of 
the 244th anniversary of Ben Franklin’s birth. . . 

Roger H. Ferger, publisher of the Cincinnati Enquirer, is one of 12 
prominent Ohioans appointed to the Sesquicentennial Commission by 
Gov. Lausche. The group will plan the 150th anniversary celebration 
(to be held in 1953) of Ohio’s entry into the Union. . . The St. Louis 
Junior Adclub is preparing a brochure on advertising, each chapter 
of which will be devoted to a speech made at one of its regular meet- 
ings. The first chapter was contributed by Chet Thomas, general man- 
ager of KXOK and president of the senior adclub. . . 

D. James Pritchard, v.p. in charge of public relations of the Society 
for Savings, Cleveland, heads the program committee for the 1950 
convention of the Financial Public Relations Association in Boston. . . 
John E. Allen, ad manager of Fuller Brush Co., Hartford, has been 
appointed a member of the Greater Hartford Military Manpower 
committee. . . 

New president of the Richmond, Va., Sales Representatives Associa- 
tion is C. W. Neagle of the ad department of Richmond Newspapers. . . 
George E. Cross, manager of the Toronto office of Walsh Advertising 
Co., has been given a job on the board of directors. . . 

Richard Powell, house publicity man for N. W. Ayer, Philadelphia, 
hit the detective story jackpot. His latest, “Shark River,” has been 
bought by the Detective Book Club and will be included in a volume 
with sturies by Erle Stanley Gardner and Sax Rohmer. . . Employes 
of Kraft Foods Co., Chicago, gave a dinner Dec. 10 in honor of the 
75th birthday of J. L. Kraft, founder and chairman of the company. . . 

Trevor Evans, of Pacific National Advertising Agency, and Peter 
Lyman, of Frederick E. Baker & Associates, are co-chairmen for the 
Seattle Advertising and Sales Club in the sponsorship of Advertising 
Recognition Week, Jan. 8-14. . . 

“Wishes Are Horses,” a book of 129 essays by Charles E. Arnn, ad- 
vertising director of the Los Angeles Daily News, is due to be off the 
presses shortly. . . An agency executive who has proved his writing ver- 
satility is Robert Jay Misch, vice-president of Al Paul Lefton Co., who 
had a story on wine and food in the November issue of Living titled 
“Wines and Wherefores.” Earlier this fall Mr. Misch placed a story with 
Esquire on railroad trains, entitled “Cromartie’s Ride. . .” 
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Increasing Use of 
Charts Pointed Up 
in New Lutz Book 


New YorK—-Charts, “the short- 
hand of statistics,” give every pro- 
mise of increasing their usefulness 
to business, a well-qualified user, 
R. R. Lutz, makes clear in his 
“Graphic Presentation Simplified,” 
published last week by Funk & 
Wagnalls Co. 

The author, who has had almost 
20 years’ experience in graphic 
design and presentation, points out 
that while all kinds of factual in- 
formation have tended toward 
more expression in _ statistical 
terms, charts “have become one of 
the most effective means for con- 
verting masses of data to a form 
that facilitates rapid comprehen- 
sion and interpretation.” 


= Statistical data presented graph- 
ically, he says, has the great ad- 
vantage over tables in that it is 
more easily understood and remem- 
bered than the same facts in tabular 
form. Charts serve better than any 
other method of presentation, he 
claims, where data must be pre- 
sented to a number of persons at 
the same time. “Statistical tables 
cannot be used effectively in a 
conference, board meeting or hear- 
ing,” he says. “The employment ot 
display charts for such purposes 
has kept pace with the increasing 
use of the conference method for 
discussion and study of economic 
and legislative problems.” 

Lutz provides detailed informa- 
tion on a wide variety of charts, 
on how to make and use them. 
Concluding chapters offer a train- 
ing program for the beginner who 
is without skilled supervision. 

The 202-page book, which sells 
at $4, is one of a series published 
by Funk & Wagnalls in association 
with Modern Industry. 


Atlas Steel Names Higgins 
and Charles Francis Press 


Atlas Steel Ltd., Welland, Ont., 
has appointed A. Earle Higgins 
and the Charles Francis Press, New 
York, to direct its promotional 
campaign on the uses and: tabri- 
cation of stainless steel tnrough- 
out Canada. 

The program, which started Jan. 
1 and is expected to run for three 
years, calis for the production or 
41 technical booklets for fabrica- 
tors, a house magazine, the com- 
pany’s annual report, and a con- 
sumer and dealer education pro- 
gram. Mr. Higgins has been di- 
rector of the editorial develop- 
ment division of the Charles Fran- 
cis Press tor the past eignt years. 


Made McLain-Dorville Exec 


Fred P. Fielding, formerly an 
executive with N. Ww. Ayer & Son 
and iveai D. lvey Co., has been ap- 
pointed vice-president in charge 
ol radio for W.cLain-Vorville inc., 
Phitadeipnhia. He served 1 years 
witn Ayer and before joining the 
ivey organization ccnauctea his 
own market and consumer re- 
search business. 


Bachman Joins ‘Iron Age’ 

Paul L. Bachman has been ap- 
pointed New Engiand regional bus- 
iness manager of Iron Age, suc- 
ceeding the late Fred Bannister. 
wir. Bachman formeriy was a rep- 
resentative of Proauction kLn- 
gineering & Management in New 
Yorx and Philadeiphia. 


Columbia Names Derr 


John Derr, assistant to the sports 
director or Coiumbia Broaacast- 
ing System, ivew York, has been 
appointed associate director of 
sports for the network, effective 
Jan. 1. 


Joins Kenyon & Eckhardt 


Neil O’Brien has joined the ra- 
dio-television commercial division 
of the copy department of Ken- 
yon & Eckhardt, New York. He 
formerly was an_ independent 


movie producer and writer. 
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Po th: wlio Ue 


a hn 


does not believe he is overly 


quality. He finds it satisfying 


afford any better. 
Consider the Hennessy ad 


does not need even one word 


s 
lhe Creative Wane Corner 


Unless a man is out on a lone and silent drunk, The Corner 


many distillers seem to be assuming in their advertising. 
As a matter of fact, the average drinker seems to be a 
sucker for both tradition and prestige—even above claims of 


the grog from behind a label that has seen many years and 
heard the praise of succeeding generations. When he en- 
tertains, he must necessarily display to his friends that 


“money is no object.” So, when a distiller plugs price or 
value above all else, it’s quite likely he is not only not at- 
tracting new users but even alienating a large segment of 
present users—who don’t want their friends and neighbors, 
or even strangers at a bar, to suspect that poor George can’t 


for both Kinsey and Wilson. It implies so much prestige it 


excellent manner of presentation for a brandy not even so 
famous as Hennessy. For it surrounds the brand with every- 
thing the potential user wishes to think about it—and his 
friends to think about when he serves it. 


tempted by low price—as so 


to let trickle down his gullet 


HIGHEST QUALITY 

BIGGEST VALUE 
KINSEY Gov 40 
$32. Fd 


KINSEY Siver 49 


in comparison with the ads 


of copy. This would seem an 


Building Directory Issued 
Building Supply News, Chicago, 
has issued a new directory of 
wholesale distributors. The direc- 
tory lists 1,407 building supply 
wholesalers; 112 manufacturers’ 
agents; and names, addresses and 
officers of eight wholesaler and 43 
dealer associations. Copies are 
available from the publication at 
5 S. Wabash Ave., Chicago 3. The 
price is $25 for the first copy; $10 


for the second, and $5 for each 
_ additional copy. 


~ 


| Transportation Group Elects 


Frank C. Rathje, president of 
the Mutual National Bank, Chi- 
cago, and of the Chicago City 
Bank & Trust Co., has been elected 
president of the Transportation 
Association of America. 


Waldort Switches Agencies 
~The Waldorf-Astoria Hotel has 


switched to Needham & Grohmann, 


New York, for advertising in news- 
papers and magazines. The account 
formerly was handled by Kenyon 


& Eckhardt. 


Dr. Bing Opens Own Oftice 


Dr. Franklin C. Bing, who has 
been associated with the American 
Medical Association, the Food and 
Drug Administration and other 
bodies, is starting a consulting 
service this month, with offices 
at 30 W. Washington St., Chicago 
2. Dr. Bing will serve manufac- 
turers in the food and pharma- 
ceutical fields, aiding in the devel- 
opment of new products, prepara- 
tion of labels and claims, review- 
ing advertising and promotion 
literature, etc. 


Cory Sets up Premium Dept. 


Cory Corp., Chicago glass cof- 
fee brewer manufacturer, is es- 
tablishing a new premium sales 
department within the company. 
Cory has not yet selected a per- 
son to head the new department. 


‘Star’ Issues New Rate Card 


The Star Weekly, Toronto, has 
issued a new rate card, which be- 
comes effective June 1, 1950. The 
flat rate per line has been raised 
from $2 to $2.25. 


Schools buy 


nearly everything 


and University 


he American 


And nearly everything 
they buy is advertised in— 


The ONLY School and College Annual Buyers Guide 
Write for “Facts and Figures on the School end College Market” 


School Publishing Corp. 


470 Fourth Avenue, New York 16, N.Y. 


Typographic Arts 
Society Publishes 
Book on Oz Cooper 


Cuicaco—After almost 13 years 
of planning, design and volunteer 
work by typographers, book de- 
signers, art directors and other 
graphic arts specialists, the So- 
ciety of Typographic Arts has pub- 
lished “The Book of Oz Cooper.” 

The late Oswald Bruce Cooper, 
well-known type designer (Bertsch 
& Cooper, Chicago typograph- 
er), was scheduled to deliver 
a lecture at Chicago’s Art Institute 
in 1937. After writing the speech, 
Mr. Coop2r asked Raymond Da- 
Boll, designer and calligrapher, to 
deliver it for him. 

The response was so enthusiastic 
that the Society of Typographic 
Arts decided to produce a pamph- 
let on the “Cooperian typographic 
gospel.” The pamphlet idea took 
hold and quickly grew to major 
proportions. 

Raymond DaBoll designed the 
volume. Edwin B. Gillespie, presi- 
dent of Bertsch & Cooper for seven 
years, set all of the type used in 
the volume (14 point Cooper Old 
Style) by hand. 


a E. Willis Jones, free-lance art 
director, designed the specimen 
section (printed in offset). Lloyd 
Partridge of Partridge & Anderson 
Co. made the electrotypes, and 
Walter Howe, director of design 
and typography, Lakeside Press, 
shepherded the volume through 
the actual publication. 

The book, almost certain to be- 
come a collector’s item, includes 
sections printed by letterpress, 
gravure and offset, and contains 
examples of Cooper’s philosophy, 
writings and correspondence. In 
addition, the volume contains art- 
icles by the late Frederic Goudy, 
famed type designer; William A. 


Dwiggins, book designer and au- 
thor of “Layout in Advertising,” 
and Gustave Baumann, author and 
book designer. 

Also Paul Standard, calligrapher, 
author and public relations coun- 
sel; Thomas Erwin, vice-president 
of Abbott Kimball Co., Chicago; 
R. N. McArthur, president of Hig- 
gins-McArthur Co., Atlanta print- 
er, and Mr. Gillespie and Mr. Da- 
Boll. 

The volume has been published 
in a limited edition of 2,000. Cop- 
ies are available from the society 
through Walter Howe, 350 E. 22nd 
St., Chicago 16. The price is $8.50. 


Appoints Douglas McIntyre 

Douglas W. McIntyre has been 
appointed sales promotion man- 
ager for Canada of National Pres- 
sure Cooker Co. (Canada), Wal- 
laceburg, Ont. He joined the com- 
pany in 1946 as advertising man- 
ager, a position which he will com- 
bine with his new duties. 


Calder Joins Ziv Co. 

C. Wylie Calder, former account 
executive of WHAN, Charleston, 
S. C., has been named account 
executive of Frederic W. Ziv Co., 
transcribed program producer. As- 
signed to South Carolina and east- 
ern Georgia, he will maintain of- 
fices in Charleston. 


Gudebrod Names Ramsdell 

Gudebrod Bros. Silk Co., Phila- 
delphia, has appointed Lee Rams- 
dell & Co., Philadelphia, to handle 
the advertising for its fishing line 
division. The agency already han- 
dles promotion for Gudebrod’s su- 
ture division. 
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Kayes Promoted by RCA 


Alan Kayes, formerly publicity 
manager of the RCA Victor record 
department, has been namec to the 
newly created position of com- 
mercial manager, Red Seal rec- 
ords. He will coordinate sales, ad- 
vertising, merchandising, recording 
and manufacturing. 


McHugh Forms New Agency 

Phil D. McHugh Co., a new ad- 
vertising agency, has been formed 
by Phil D. McHugh at 211 S. Bev- 
erly Dr., Beverly Hills, Cal. 


NEW JERSEY'S FOURTH LARGEST MARKET 


_ EATS WELL 


Bayonne . 


= 


.. CANNOT BE SOLD 
FROM THE OUTSIDE 


Yes . . . the residents of Bayonne spend 36% 
more for food than the national average. $292.00 
per person is spent annually in Bayonne for FOOD 
alone. Get your share of this premium market by 
using The Bayonne Times—99.85% of its circula- 
tion is concentrated in the City of Bayonne . 
No other paper or combination of papers can 
sell Bayonne. 


Bayonne. 


Source: Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicago 


TOYS 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


BELL BUILDING 


TOYS & NOVELTIES 


CHICAGO 11, ILL. 


ROMAN 


—~, WATER CLOCK 


A further refinement of the simpler 
Clepsydra with mechanical improvements 
used in 100-200 A.D. Water trickled into 
the cylinder at a rate which filled it once 
a day. The water raised a float carrying 
the figure whose wand indicated the hour 
of the day on the cylindrical scale. 


Clock was considered 


modern timepiece. That is 
why today Progressive 
offers high-quality mats with 
“Round the Clock” service. 


Courtesy of the Museum 
of Science and Industry 


ime has always 
been important to man— 
and today even more so 
than it was when this Water 
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Gets Potato Chip Account 


Rex Advertising Co., Detroit, 
har been appointed to direct the 
advertising of Deluxe potato chips. 
kiadio, television, outdoor and 
transportation advertising will be 


FC&B Appoints Helen Stenson 


Helen Stenson has been ap- 
pointed assistant to Llew Jones, 
media director in the San Fran- 
cisco office of Foote, Cone & Beld- 
ing. 


ee 


Fram Tells Schedule for 1950 Campaign 


PROVIDENCE, R. I.—In an ex- 
panded advertising campaign 
which has just opened and will 
run throughout 1950, Fram Corp. 
will publicize its oil, air and fuel 
filters in eight full pages and a 
two-page spread in The Saturday 
Evening Post, in four full pages 
and a two-page spread in Collier’s 
and in six full pages in Popular 
Science. 

Also, the farming industry will 
be reached in a regular schedule 
in Capper’s Farmer, Country Gen- 
tleman, Farming, Farm Journal 
and Progressive Farmer. 

Advertising in trade publications 
will be larger than ever and will 
include spreads and full pages in 
Automotive Digest, Automotive In- 


dustries, Automotive News, Bus 
Transportation, Commercial Car 
Journal, Farm Implement News, 
Fleet Owner, Implement & Tractor, 
Motor, Motor Age, S. A. E. Jour- 
nal, Super Service Station and 
Transport Topics, plus special ads 
in Diesel Power, Diesel Progress, 
Fuel Oil & Oil Heat and Motor 
Boating. 

Outdoor will be used on major 
highways in every state. A wide 
variety of dealer helps will be pro- 
vided, including signs, posters, sell- 
ing aids, display stands, electric 
clocks, Biolite display, work clothes 
and window decals. Newspaper 
ads and radio spots will be avail- 
able to dealers for local use on a 
50-50 cooperative basis with the 
manufacturer. Radio spots will in- 
clude five one-minute and four 15- 
second spots. Mats for dealers’ 
newspaper ads are provided by 
Fram but these are not part of the 
cooperative plans. 

Theme of the 1950 campaign will 
be “Complete Engine Protection” 
and will plug the dealer in every 
message with the byline “See Your 
Dealer.” 

The agency is VanSant, Dugdale 
& Co., Baltimore. 


RTTV Produces First Show 
in Syndicated TV Series 


Station KTTV, Los Angeles, has 
produced the first of a projected 


-|series of television shows, which 


a be distributed on a syndicated 
asis. 

First program, “The Buster Kea- 
ton Show,” has an_ estimated 
weekly budget of $5,000. The sta- 
tion is owned jointly by the Co- 
lumbia Broadcasting System and 
the Los Angeles Times. The Times, 
majority stockholder, will handle 
production and distribution. Pro- 
— will feature Hollywood tal- 
ent. 


Skelly Oil Names Barton 

Don Barton, formerly Skelgas 
sales promotion and education di- 
rector of Skelly Oil Co., has been 
appointed director of sales pro- 
motion and advertising of Skelly, 
with headquarters in Kansas City, 
Mo. T. P. Mannion and R. L. Gage 
continue as advertising manager 
of the company’s petroleum and 
Skelgas divisions, respectively. 


NAAN Schedules Meetings 


The annual western regional 
meeting of the National Adver- 
tising Agency Network will be 
held Jan. 20-22 at the Van Orman 
Hotel, Fort Wayne, Ind. The east- 
ern regional meeting will be held 
at the Warwick Hotel, Philadel- 
phia, Jan. 28-29. The group’s na- 
— convention will be held next 

une. 


Rubatex Names Freystadt 

E. M. Freystadt Associates, New 
York, has been named to handle 
the advertising of the Rubatex di- 
vision of Great American Indus- 
tries, New York, manufacturer of 
closed cellular rubber products. 


MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue ... and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
100 E. Ohio Street, Chicago 11, Ill. 


Advertising Age, January 2, 1956m 


The Eye and Ear Department 


+ 


Dave Garroway 
or less, in this shot from his “Garroway 
At Large” TV show on NBC. 


La 


When the annals of TV are finally written, one of the most 
historic occasions will certainly be the evening of Sunday, Nov. 
13, when Dave Garroway took his audience into the office of Dr. 
Norton, dental surgeon. If you’re in TV, or even vaguely in- 
terested in it, send for the film recording of this sequence (if 
you didn’t see it)—for never before have the possibilities of TV 


, more 


on the Dave Garroway show was one of the most ingenious per- 
formances yet given on this new medium that has beer strug- 
gling so valiantly to live up to its golden promise. It will be a 
long time before it’s duplicated. If you missed it, you missed one 
of the most instructive lessons to date in TV technique. 

By and large, however, you’ve come to expect such innovations 
on the Garroway show. The boys from Chicago put the boys 
from New York to shame in this respect—and on this show. 


been so thoroughly taken 
advantage of. 

The camera, in Dr. Nor- 
ton’s office, was you. Dr. 
Norton was your dentist, 
and you were in his chair. 
He looked into your mouth. 
He probed around. He 
found cavities. He asked 
you if you had ever taken 
gas. You (the camera) 
nodded “Yes.” Then he ask- 
ed you if you’d like gas 
this time. You nodded “No.” 
He d-r-i-l-l-e-d. Sparks 
flew from out your mouth. 
Painful? No—less imagina- 
tive shots on TV have been 
considerably more painful. 
This brought tears to your 
eyes, but you were laugh- 
ing when you shed them. 

The Dr. Norton sequence 


‘Oil & Gas Journal’ 
Leads in Ad Pages, 
Topping ‘Iron Age’ 


Cuicaco—Iron Age, New York, 
established in 1855, has long 
been the leader of the business 
press, and in fact of all magazines, 
in pages of advertising carried. In 
1949 it relinquished this position 
for the first time since statistics 
have been compiled to Oi! & Gas 
Journal, Tulsa, Okla. Both are 
weeklies. 

This interesting change is re- 
corded in the tabulation of total 
advertising volume of representa- 
tive business publications pub- 
lished in the January issue of In- 
dustrial Marketing, which reports 
current statistics on business paper 
advertising volume each month. 

For 1949 Iron Age published 
6,269 pages of advertising, while 
Oil & Gas Journal carried 6,564 
pages. Both publications had larger 
volumes in 1948, Iron Age re- 
porting 7,006 pages against 6,709 
pages for Oil & Gas Journal. 

Oil & Gas Journal was estab- 
lished in 1902. P. C. Lauinger is 
publisher. Iron Age is a Chil- 
ton publication, with George T. 
Hook occupying the post of pub- 
lisher. 


Reid Murdoch Promotes Two 


F. E. Walker has been named 
senior vice-president in charge of 
Chicago house jobbing operations 
of the Reid Murdoch division of 


Consolidated Grocers Corp. Form- 
erly director of sales and branch 
expansion in Chicago, Mr. Walker 
has been with the company since 
1913. V. R. Van Natta, vice-presi- 
dent in charge of all purchasing, 
quality control, sales and mer- 
chandising of coffee, tea and spices, 
has been appointed vice-president 
and sales manager of Reid Mur- 
doch. He succeeds H. E. Palmer, 
who is retiring after 43 years with 
the company. 


Tampa Adclub Elects 


Richard B. McCarthy, head of 
the advertising department of the 
First National Bank, Tampa, has 
been elected president of the Tam- 
pa Advertising Club. Other of- 
ficers include: Ist vice-president, 
Dick Marsh; 2nd vice-president, 
Don Schaphorst; 3rd _ vice-pres- 
ident, Charles G. Mullen Jr.; sec- 
retary, Roy McGahagin, and 
treasurer, William Wolfson. 


Seattle Adclub Elects 


The Advertising and Sales Club 
of Seattle has elected Thomas H. 
Sheehan, Sicks’ Brewery Enter- 
prises, president. Other officers 
are: Roger Rice, KING, and L. P. 
Jenkins, Seattle Times, vice-pres- 
idents; Lila A. Casady, Mail Ad- 
vertising Bureau, secretary, and 
Will A. Pascoe, Pearson & Morgan, 
treasurer. 


Crowell-Collier Moves 


Crowell-Collier Publishing Co. 
has started operations in its new | 
building at 51st St. and Fifth Ave., 
New York, where American Maga- 
zine, Collier’s and Woman’s Home 
Companion are housed. 


... the Magazine that 
Dealers read for 

profit and save for ideas. Advertisements | 
have an average life of 120 days. 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 


[C) One Year at $3.00 C) Two Years at $5.00 () Three Years at $6.00 
() Payment enclosed [7 Bill me later [7] Bill my firm 


Name__ Title 


Firm 


Street 
City 
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(Continued from Page 1) 
there were only 5,703,000 of these 
$3,000-a-year families. 

The JWT executive figured that 
in this group now are 11,500,000 
prewar cars, and 6,500,000 of these 
are at least 11 years old. Further, 
in this group are 7,500,000 units 
who own no car. The total po- 
tential, therefore, is 19,000,000 new 
ear buyers with incomes of more 
than $3,000, Mr. Johnson said. A 
similar study, using $500 in li- 
™ quid assets as a criterion, showed 
that there are 17,000,000 potential 
new car buyers, he said. 

Since most U. S. families already 
® live far above the subsistence level, 
Mr. Johnson said, it is doubly im- 
portant that the psychological fac- 
tors affecting desire be translated 
into active buying demand. He 
added, “Advertising and selling can 
§ become a major educational factor 


@ in building the demand... for step- 
@ ping up from one standard of living 


to the next.” 


| s Steuart Henderson Britt, direc- 


tor of personnel, McCann-Erick- 
son, said marketers have plenty of 
marketing facts but little psycho- 
logical information to do the job. 
What is known about buying be- 
havior is elementary, he said. 

These basic motivations are of- 
ten ignored, he reported, ascribing 
to ammoniated dentifrices the ac- 
curate rediscovery that people do 
not brush their teeth to have a 
beautiful smile, but to prevent de- 
cay. 
MAS marketing people,” he con- 
tinued, “some of us have been so 
damnably busy quantifying that 
we have forgotten about qualita- 
tive research.” In this regard, Mr. 
Britt had harsh words for ques- 
tionnaires—“the great majority... 
do not come reasonably close to 
finding out why and how people 
think and act as they do.” 


s He urged that his listeners con- 
sider the work done by sociologists, 
semanticists and social psycho- 
logists, not omitting Dr. Kinsey. 
“If there were ever a need for 
significant studies of social be- 
havior,” he commented, “now is 
the time. In the long run, this is 
the only way we shall obtain really 
effective answers to questions 
about people as consumers. So far, 
we have only scratched the sur- 
face in learning about the strategy 
of consumer motivation. As mar- 
keting men, it’s good business for 
us to start now to learn more 
about the real motives that stimu- 
late man, the consumer, to buy.” 


® One field of study, consumer at- 
titudes toward products, was de- 


scribed by George H. Brown, pro- 
fessor at the University of Chicago. 
Conceding that data on _ price, 
availability, package size, prem- 
iums, special deals, etc., are all 
obtainable from store audits, or 
consumer panels, Mr. Brown said 
there still remains the problem of 
“securing data on consumers’ 
knowledge of the existence of 
brands and consumer attitude 
towards brands.” 

If low sales are traceable to lack 
of knowledge of the brand, then 
the manufacturer must advertise; 

‘if the difficulty is low preference 
for the product, then the maker 
must investigate what attributes of 
the product or package are respon- 
sible. 

The ways in which the consumer 
knowledge and aititude data may 
be used, he said, are: 

1. General understanding of the 
market situation. 

2. Guide to product development. 

3. Measurement of advertising 
effectiveness. 

Of the last, Dr. Brown com- 


mented that this type of research is 
less costly than sales checks, and 
declared that field cost averages 
slightly less than $2 per completed 
interview, in an area probability 
sample. “This means that the field 
cost runs from $35 to $70 per brand 
per market on [adequate] samples 
of 500 to 1,000,” he observed. 


a William Applebaum, Stop & 
Shop, Boston, presented a detailed 
endorsement, written by him and 
Richard F. Spears, of controlled 
experimentation tests, in which 
test and controlled stores are used 
to determine behavior and response 
of people to products, methods and 
devices, or the performance of de- 
vices and materials. 

Mr. Applebaum emphasized that 
control in experimentation requires 
uniformity in-all elements (except 
the test element) affecting the re- 
sults. The technique has been ef- 
fective in solving packaging pro- 
blems, and in judging effectiveness 
and value of store displays. Com- 
menting on displays, he said that 
“most published studies on display 
are, with very few exceptions, al- 
most completely worthless, be- 
cause scientific research methods 
were not used. Nevertheless, this 
sad fact does not dampen the zeal 
of some merchandisers; on the con- 
trary, they buy space for extrava- 
gant and reckless claims...” 


a Robert T. Haslam, vice-presi- 
dent, Standard Oil Co. of 
New Jersey, asked for more ex- 
perimental research. He noted 
gloomily that the October Journal 
of Marketing found in a survey 
among market research practition- 
ers that the 11 most important 
characteristics needed by college 
graduates coming into the field do 
not include ability to get data or 
to experiment intelligently. “Abil- 
ity to sell one’s research findings” 
was estimated as important by 
one out of every seven respond- 
ents. 

Pointing to increased costs of 
distribution, he estimated that 
marketing research—bearing on 
that cost—gets only about 5% of 
the total research funds spent by 
industry. Further, he said, little of 
this small sum goes for experi- 
mental research. 


ws Mr. Haslam rejected the idea 
that money is not available, and 
that experimental research has not 
been properly sold. He said the 
main trouble is lack of suitable 
manpower. He advocated research 
professorships, like those in en- 
gineering and technical schools, 
with the cost borne by industry. 

“The need for stimulated ex- 
perimental research in marketing 
and distribution seems obvious to 
me,” he declared, and said he was 
confident that, “‘as it becomes clear 
to more and more marketers and 
distributors, the necessary funds 
will be forthcoming.” 

Mr. Haslam also recorded his 
faith in marketing. In 1933, Esso 
embarked on research in marketing 
and distribution with Dr. Frank 
M. Surface in charge; today, mar- 
keting and distributing costs for 
the company are 40% less than in 
1933, despite a rise of 170% in 
wages, and substantial materials 
costs. Marketing and wholesale 
distribution costs amounted to 40% 
of the wholesale price of gasoline 
in 1933; today they are 15%. 


ws Another shortage in informa- 
tion arose at the sessions of the 
committee on teaching advertis- 
ing, with Kenneth Dameron, Ohio 
State University, in the chair. 
Rolland B. Smith, University of 
Connecticut, coramented: that. he 


believes students should be ‘bet- 


AMERICANA—Symbolizing P. Lorillard 

Co.'s colonial beginnings, Old Gold fea- 

tured a hand-embroidered sampler in 

four-color ads in Life, Look and The Sat- 

urday Evening Post. Alden James, com- 

pany advertising director, displays the 
sampler. 


ter grounded in industrial adver- 
tising—since he has noticed that 
a number of his graduates broke 
into the advertising business by 
selling space on business papers. 

Other teachers promptly said 
that students aren’t interested in 
industrial advertising. An indus- 
trial adman in the audience rose 
to point out that there are practi- 
cally no textbooks in the field 
(he picked out Vergil D. Reed’s 
1936 text as the latest). Others 
quickly rose to insist that indus- 
trial advertising has been slighted. 

The professors wanted to know 
what advertising men looked for 
in new college graduates. Allan 
Preyer, chairman of Morse Inter- 
national, had a succinct answer: 
willingness to work, and creative 
ability. 


Did business want advertising- ; 


trained graduates? Vergil Reed, 
associate director of research, J. 
Walter Thompson Co., okayed the 
advertising-trained neophyte on 
the grounds that the less he has 
to learn about the direction in 
which he must learn to think, the 
better. 


‘Reader's Digest's’ 
British Edition Set 
to Take Advertising 


New YorK-—Reader’s Digest will 
accept advertising in its ~ British 
edition starting with the April 
issue—which closes Jan. 15 here 
and Feb. 1 in London. 

The decision to accept advertis- 
ing—the edition has been pub- 
lished since December, 1938—came 
as the British lifted the ban on 
paper for magazines (AA, Dec. 
26), effective March 1. However, 
for the first six months the num- 
ber of advertising pages will be 
limited to 16. 

Net paid guarantee for the first 
six months is 400,000—90% in the 
United Kingdom, 10% in Eire. The 
b&w page rate is £275, or ap- 
proximately $770, and an initial 
special discount of 124%% will be 
allowed to advertisers who begin 
their schedules with the April is- 
sue. 


Pepsodent's Woulfe Named 
Lever's Midwestern Chief 


Henry F. Woulfe, president of 
Lever Bros. Co.’s Pepsodent divi- 
sion, has been elected vice-presi- 
dent in charge of 
the parent com- 
pany’s midwest- 
ern operations, 
and will assume 
his duties early 
in February, with 
headquarters in 
Chicago. 

In the mean- 
time, Mr. Woulfe 
will supervise the 
move of Pepso- 
dent division 
from Chicago to 
the new Lever headquarters in 
New York. He will serve as Pep- 
sodent president until a successor 
is named. 


Henry Woulfe 
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National Nielsen-Ratings of Top Radio Shows 


Week of Nov. 20-26, 1949 
All tigures copyright by A. C. Nielsen Co. 


Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,967) (10.1) (+0.1) 
1 1 Se BD PEED GD aviacnssccsctmegsoeces 11,038 28.1 +2.3 
2 2 Arthur Godfrey's Talent Scouts (CBS, Lipton) .... 8,760 22.3 +0.3 
3 3 Jack Benny (CBS, Lucky Strike) ............... 8,642 22.0 +0.3 
4 4 My Friend, Irma (CBS, Lever Bros.) .......... 8,524 21.7 +2.7 
5 12 Mystery Theater (CBS, Sterling Drug) ........... 7,306 18.6 +2.1 
6 ll Fibber McGee & Molly (NBC, S. C. Johnson) .... 7,071 18.0 +15 
7 6 Charlie McCarthy (CBS, Coca-Cola) ............. ,031 17.9 +0.3 
8 22 Day in Life of Dennis Day (NBC, Colgate) ...... 6,521 16.6 +2.3 
9 27 People Are Funny (NBC, Raleighs) = ........ 6,481 16.5 +29 
10 13 Walter Winchell (ABC, Kaiser-Frazer) .......... 6,442 16.4 +0.3 
ll 5 Amos 'n’ Andy (CBS, Lever Bros.) .............. 6,324 16.1 —2.0 
12 32 You Bet Your Life (CBS, Elgin-American) ....... 6,246 15.9 +30 
13 “4 Bob Hawk (CBS, R. J. Reynolds) ............. 6,167 15.7 —0.2 
4 21 Horace Heidt (CBS, Philip Morris) ............. 6,167 15.7 +14 
15 9 Bob Hope (NBC, Lever Bros.) ................. 6,128 15.6 —1ll 
16 17 Red Shelton (CBS, PAG) ......... cc ccececeees 6,089 15.5 0.0 
17 35 Gene Autry (CBS, Wrigley) ................05- 6,010 15.3 +2.7 
18 16 Inner Sanctum (CBS, Emerson) ................ 5,853 14.9 —0.6 
19 26 Mr. District Attorney (NBC, Bristol-Myers) ..... 5,814 14.8 +11 
20 45 Bing Crosby (CBS, Liggett & Myers) ........... 5,814 14.8 +3.6 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,710) (6.9) (0.0) 
1 1 2 © Jyh ARs Pr eee 5,185 13.2 +11 
2 3 oo eee 4,753 12.1 +2.1 
3 2 Lone Ranger (ABC, General Mills) .............. 4,125 10.5 —14 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,082) (5.3) (—0.3) 
1 1 Arthur Godfrey (CBS, Liggett & Myers) ........ 4,085 10.4 —0.3 
2 2 Arthur Godfrey (CBS, Nabisco) ................ 3,810 9.7 +0.8 
3 ll Arthur Godfrey (CBS, Gold Seal) .............. 339 8.5 +0.6 
4 3 Right to Happiness (NBC, P&G) ............... 3,260 8.3 —0.5 
5 4 Romance of Helen Trent (CBS, Whitehall) ....... 3, 8.1 —0.7 
6 7 Young Widder Brown (NBC, Sterling) .......... 3,142 8.0 —0.1 
7 5 Pepper Young’s Family (NBC, P&G) ............ 3,064 7.8 —0.8 
8 8 Wendy Warren (CBS, General Foods) ............ 3,025 7.7 —0.4 
9 13 _. f£ . |. Ber eee 2,907 7.4 —0.3 
10 6 When A Girl Marries (NBC, General Foods) ...... 2,907 7.4 —10 
11 10 Backstage Wife (NBC, Sterling) ............... 907 7.4 —0.6 
12 17 recs is cs nee hevreses 2,907 7.4 0.0 
13 9 Aunt Jenny (CBS, Lever Bros.) ................ 2,868 7.3 —0.7 
14 16 eo ee 2,868 7.3 —0.3 
15 14 Our Gal, Sunday (CBS, American Home Prods.) .... 2,868 7.3 —0.4 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,514) (6.4) (+0.9) 
1 1 CO Te GD 6 6.586 6 00 b acnrccnss on 4,753 12. +2.3 
2 5 Grand Certral Station (CBS, Pillsbury) .......... 4,399 11.2 +2.8 
3 3 Stars Over Hollywood (CBS, Armour) .......... 3,889 9.9 +0.5 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,611) (4.1)  (+0.4) 
1 1 True Detective Mysteries (MBS, Williamson) .... 5,696 14.5 +2.6 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 4,596 11.7 +11 
3 3 Martin Kane, Private Eye (MBS, General Foods) .. 4,282 10.9 +11 
Network Teleratings for November 
C. E. Hooper Inc. 
Texaco Star Theater, (NBC) .............. OL Pe ee a ee ee 39.1 
Toast of the Tuwn (Lincoln-Mercury, Fireside Theater (Procter & Gamble, 

Pt tesbdvendvinsevetesese dean Teed RG re hs hee 0iis05-0% co ttaaawrkacnvekaen 38.1 
Arthur Godfrey's Talent Scouts (Lipton’s, Studio One (Westinghouse, CBS) .......... 36.0 
GD \idiccs dees shieantedesaintee ct ss 42.8 | Big Story (Pall Mall, NBC) .............. 35.9 
Stop the Music (Admiral, Old Gold, Amateur Hour (Old Gold, NBC) .......... 35.7 

NE avec udktrts eke thse sheets ceed 39.1| Lone Ranger (American Bakeries, General 
Godfrey and His Friends (Chesterfield, Se, HD. 600.0 add segue nedabs marae 34.8 

Nielsen TV-Ratings Evening Once-A-Week 

New York Area 
Four Weeks Ending Dec. 10, 1949 

Texaco Star Theater, (NBC) .............. 80.0 | Studio One (Westinghouse, CBS) .......... 45.0 
Talent Scouts (Lipton’s, CBS) ............ 59.1 | Suspense (Auto-Lite, CBS) .............. 44.3 
Toast of the Town (Lincoln-Mercury, CBS) ..56.5/ Philco Playhouse (NBC) ................ 43.9 
Lights Out (Admiral, NBC) .............. 49.7 | Godfrey & His Friends (Chesterfield, CBS) ..41.7 
Goldbergs (Sanka, CBS) ...............-- ee ke PT rere. 38.3 


New Nielsen Report 
Shows Evening Radio 
Listening Down 12% 


Cuicaco—Radio usage during 
the evening hours for the week of 
Nov. 20-26 was off 12% from last 
year’s listening during the cor- 
responding week, according to the 
A. C. Nielsen Co. 

Daytime listening during the 
week was down 3% from last year 
and total radio usage was off about 
7%. 

Comparison of evening programs 
in the top 20 list this year with 
shows in the elite group last year 
turns up a number of shows among 
the leaders this year which were 
not there in 1948. 

They are: “You Bet Your Life,” 
Bob Hawk, Horace Heidt, Red 
Skelton, Gene Autry and Bing 
Crosby. 

Programs in the top 20 a year 
ago, no longer among the 20 even- 
ing leaders, are “Duffy’s Tavern” 


(Blatz); Phil Harris-Alice Faye 
(Rexall); “Big Town” (Lever); 
“Mr. & Mrs. North” (Colgate); 


“Stop the Music” (Lorillard) and 
Fred Allen (not now on the air). 


Joe Godfrey to ‘Field & Stream’ 


Joe Godfrey, famous as a writer 
on outdoor subjects, and long ac- 
tive in the advertising field, has 
been appointed sales promotion 


manager of Field & Stream, with 
offices in Chicago and New York. 
He was formerly western manager 
of Open Road Publishing Co., and 
prior to that served with Parade, 
Collier’s, College Humor and 
Sports Afield. He was formerly 
in the agency business as account 
executive of Crowell, Crane & Wil- 
liams. 


FMA Quits as NAB Sets 
Up Special FM Division 


The FM Association passed out 
of existence last week, and the Na- 
tional Association of Broadcasters 
set up a special division to look 
after the promotion of FM. 

Under the merger plan approved 
by FM Association and directors 
of NAB, the expanded NAB FM 
department is under the direction 
of Edward L. Sellers, former exec- 
utive director of FM Association. 
His activities are “coordinated” 
under the radio division, which is 
headed by Ralph W. Hardy. 


P&G ‘Fireside’ Shows to Be 
Made by Crosby Organization 

Bing Crosby Enterprises Inc., 
Hollywood, has signed with Proc- 
ter & Gamble Productions Inc. and 
Compton Advertising to produce a 
series of ten 26-minute television 
programs, to be sponsored on Proc- 
ter & Gamble Co.’s “Fireside The- 
ater.” 

Cost of the films will range from 
$8,000 to $12,000, with P&G paying 
varied amounts based on station 
use and re-use. “Fireside Theater” 
is seen on the NBC video network 
Tuesdays. 
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1949—Good for Buyer 
and Good for Business 


(Continued from Page 1) 

the idea of a single audit for busi- 
ness papers. Diamond Match ap- 
pointed McCann-Erickson, decided 
on an aggressive campaign... 
When American Safety Razor 
launched its new Duridium blade, 
it used a new agency, Ruthrauff 
& Ryan. 


ws The Army account, after an 
opera bouffe series of semi-deci- 
sions, wound up with Grant Ad- 
vertising. It had previously reap- 
pointed Gardner Advertising Co., 


reopened the bidding after R&R| it 


complained the award was unfair 
(part of the R&R presentation 
dwelt on the advantages of an 
agency having a_ vice-president 
who is married to Dorothy La- 
mour), extended Gardner’s tenure 
twice, then named Grant... Gen- 
eral Motors was spending in the 
best prewar tradition, with a bud- 
get of some $50,000,000, of which 
about $20,000,000 was ticketed for 
Chevrolet... Elsie the Cow turned 
her tenth year, still sold milk like 
crazy, much to Borden’s satisfac- 
tion... 


OF LONG LIFE’ 
FOR QUANTITY BUvERS 
THE ARTKRAFT? SIGN CO. 


900 sesh antering Crate 


eT hh 


Lever reshuffled its agencies, 
dropping Young & Rubicam and 
Day, Duke & Tarleton for N. W. 
Ayer and Batten, Barton, Durstine 
& Osborn. When Lever moved to 
New York, two of its Chicago 
agencies, Tatham-Laird and Need- 
ham, Louis & Brorby, resigned... 
Price-cut copy began to flow in 
the liquor field... Lincoln-Mer- 
cury got Hydramatic, and adver- 
tised it vigorously ... Schenley ten- 
tatively investigated using radio, 
ran into a swarm of criticism from 
other distillers, did nothing about 
.. The Book-of-the-Month Club 
was cited by the FTC for its mis- 
use of “free.” ... Magnavox drop- 
ped its 10” receiver; the price 
competition got hotter in TV, with 
set prices dropping rapidly ...The 
FTC lowered the boom on give- 
aways, but dropping Hoopers for 
the shows scared advertisers away 
faster... At the end of first six 
months, Procter & Gamble was at 
its usual place—the top—in the list 
of advertisers compiled by Lead- 
ing National Advertisers. 


@ One Charles S. Langs, an en- 
gineer, developed Poses, a stick- 
on bra, advertised it in Life, was 
loaded with mail orders, had to 
advertise in Business Week and 
Wall Street Journal for some com- 
pany to take the gold mine off his 
hands, finally sold it to Textron... 
Mullins Mfg. Corp., fortified with 
a magazine inquiry rating system 
devised by its ad manager, Mar- 


A STEADY 10 YEAR INDUSTRIAL 
EXPANSION = 


‘Has Helped to Raise Worcester’s Wondrovs Twins: 


High 


WORKERS 
27.5% \ncrease 


(1947) 


penal 


VALUE aisstesee eee 


ADDED BY 
MANUFACTURE 


169.2% Increase 


ANNUAL 
PAYROLL 


237.5% Increase 


Gazette completely blanket this ever-growing major 


The Worcester Telegram and 


market. Daily circulation in excess of 140,000. Sunday over 100,000. 


fag gre cnt hi 


WORCESTER, MASSACHUSETTS — 


sis GEORGE f£ Boorw Pub sher- 
MOLONEY. REGAN & SCHMITT, INC.. NATIONAL a 


OWNERS of RADIO STATION WTAG 


shall Adams, experimentally 
switched from magazines to news- 
papers and supplements... The 
Tea Bureau, which told agencies 
it hoped to spend $1,000,000 with- 
in two years, settled on Leo Bur- 
nett Co.... 

There was, or there wasn’t (de- 
pending on what advertisement 
you read), a shortage of coffee... 
Some advertisers entered radio on 
a new basis, per inquiry, or paying 
a percentage to stations for mail 
orders... Radio representatives 
took a dim view of this practice . 
Advertising was slated to get a di- 
vision in the Department of Com- 
merce... Texaco planned to go 
back to outdoor in 1950, redistrib- 
uted its advertising account— 
Buchanan was out... Sylvania in- 
vaded the television business. 


@ The pound was devalued, but it 
seemed unlikely to help U. S. ex- 
port advertisers...After some 
soul-searching, the Radio Manufac- 
turers’ Association declined to en- 
dorse any system of color televi- 
sion... Rockwell Mfg. Co. bucked 
the downward sales trend with a 
bigger sales force, more ads, and 
got a larger percentage of the 
market... 

Advertisers were moving into big 
budgets in TV, many in the $15,- 
600 weekly (for talent) bracket; 
they killed simulcasts, in many 
cases, and network radio in others; 
some advertisers forsook radio for 
TV, but hedged with spot 
radio drives...Arno Johnson, J. 
Walter Thompson’s research v. p. 
and 1949’s calmest man (he kept 
saying that the market was terrific, 
and no depression was visible), 
told newspaper publishers that ad- 
vertising and marketing efforts 
should be increased 5% for a nifty 
50. 


es The American Petroleum Insti- 
tute okayed a $1,800,000 advertis- 
ing and public relations drive, but 
Fred Eldean Organization would 
only counsel, no longer manage 
and direct it... Publicker shuffled 
agencies, had agency man Walter 
Weir do the picking, brought Cecil 
& Presbrey into its picture, 
launched new straights in medium- 
price blend brackets... 

At the nine-month mark, adver- 
tising was 2% below 1948... Ad- 
vertisers hailed the 35th anniver- 
sary of the Audit Bureau of Cir- 
culations...Crosley division of 
Avco Corp. kicked off a $2,000,- 
000 appliance contest... 

Liquor, beer and wine advertis- 
ers in New York joined with the 
graphic arts to fight new regula- 
tions by the State Liquor Authority 
which vastly restricted promotional 
novelties and displays...The cig- 
aret business was puffing along. P. 
Lorillard, whose Old Golds prob- 
ably had yielded the No. 4 spot 
to Pall Mall, still had its biggest 
year in 1949, and Philip Morris, 
riding its cigaret hangover, was 
racking up increases over its pre- 
vious year—when it showed a mere 
36% sales rise. 


w General Mills unveiled a $15,- 
000,000 budget, candidly admitted 
that an advertiser had to spend 
more to make an impression... 
Chrysler Corp., which dared to 
buck the low roofline, long wheel- 
base trend, still stuck to its design 
guns...Expenditures of national 
advertisers in Negro media were 
expected to reach $2,500,000... 

P&G had nine agencies, with the 
addition of Leo Burnett Co... The 
Amalgamated Clothing Workers of 
America teed off on a $500,000 
drive, through Ben Sackheim Inc. 

. Pond’s Extract Co. would have 
to set up its own sales force, if 
Lamont, Corliss & Co. was ac- 
quired by Nestle’s Swiss parent, 
Unilac. 


AGENCIES 


The hot shops stayed hot. Biow, 
BBDO, Cecil & Presbrey, Kenyon 


& Eckhardt, Leo Burnett Co. had 
big years...Young & Rubicam, 
dropped by Lever, lost Northam 
Warren, picked up P&G, lost 
Pat Weaver, added Ken Dyke.. 
Newell-Emmett would dissolve at 
year’s end, becoming Cunningham 
& Walsh—but minus partner Tom 
Maloney, who headed for C&P... 

Thompson lost Textron, which 
went to Hirshon-Garfield and Grey, 
but JWT came up with Pacific 
Mills...Foote, Cone & Belding 
won the Acme Brewing account 


.| after a West Coast slugging match, 


added a Houston office and some 
additional Howard Hughes busi- 
ness, and said goodbye to Harry 
Berk, former president of FC&B 
International, who resigned... 
Buchanan lost Texaco and Welch 
Grape Juice... McCann-Erickson 
folded its Minneapolis office after 
losing Pillsbury to Leo Burnett, re- 
signed Chase Candy and Camfield, 
picked up the Porto Rican rum 
drive. 


@# The American Association of 
Advertising Agencies said it fav- 
ored auditing of all circulation... 
C. J. LaRoche & Co. spawned a 
new agency—Price, Robinson & 
Frank, Chicago—all partners be- 
ing old Roche hands, except for 
Frank, formerly ad manager of E. 
J. Brach & Sons... Durstine closed 
Chicago and Cincinnati offices... 
Dancer-Fitzgerald-Sample got 
Franco-American ... 

Ayer added Morrell, switched to 
the conventional 15% commission, 
had its “History of an Advertising 
Agency” revised by Harvard Pro- 
fessor Ralph M. Hower... Besides 
the Army, Grant got the remains 
of Hill Blackett & Co., minus A. 
E. Staley Mfg. Co., which went to 
Ruthrauff & Ryan... Doyle-Dane- 
Bernbach was formed by two vice- 
presidents of Grey Advertising, 
who joined Maxwell Dane, and 
shortly the agency got the BVD ac- 
count. 


@ Kenyon & Eckhardt had lots of 
new business, including Ford in- 
stitutional, Beechnut Packing, and 
Sylvania TV... Weintraub, beside 
Kaiser-Frazer, got Revlon, lost 
Helbros to Dorland, and lost Lee 
Hats but switched Drew Pearson 
to Adam Hats, a new account... 
Clarence Goshorn was elected 
chairman of the Four A’s, and 
said the business could stand a 
shot of ethics... 

Melvin Brorby pleaded for 


' 
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agency support to sustain the, 


Broadcast Measurement Bureau, 
which folded anyhow ... Ted Pat- 
rick, who used to be an agency 


.| luminary before he became editor 


of Holiday, told the copy session 
of the Four A’s in New York that 
advertising suffered from having 
become respectable, that too many 
agency men had never been any- 
thing else... 

Ross Roy Inc., Detroit, and C. C. 
Fogarty Co., Chicago, merged as 
Ross Roy-Fogarty...BBDO was 
handling its fifth Red Feather cam- 
paign for Community Chest. 


MEDIA 

The New York Star flickered, 
and was replaced shortly there- 
after by the New York Compass, 
edited by Ted Thackrey, onetime 
co-publisher of the New York Post 
with his wife. Thackrey, who was 
severed from both the paper and 
Mrs. Thackrey at about the same 
time, told reporters the Compass 
was in the black... The American 
Newspaper Advertising Network 
reached a $7,500,000 volume rate, 
but folded....The American Press 
was sold by John Perry to a group 
of publishers... 

It was a year of shakeups: Col- 
lier’s had a new publisher, Ed- 
ward Anthony, who had success- 
fully handled Woman’s Home 
Companion; he brought in Louis 
Ruppel as editor, Richard Chaplin 
as assistant publisher... Liberty 
released Franklin Forsberg, its 
publisher, William Thomas, adver- 
tising director; David Brown, edi- 
tor, resigned, as did Lee Pasquin, 
his successor... Esquire had a new 
advertising director, Dan Provost, 
and David Smart returned as pub- 
lisher, replacing the Sweetsers— 
Ted and Jess. 


s Street & Smith dropped pulps, 
saw C. W. (Chub) Fuller leave his 
advertising director post, along 
with a brace of advertising man- 
agers, and Allen Grammer, chair- 
man of the board, was replaced... 
Mutual Broadcasting System had 
a new president, Frank White, 
formerly boss of Columbia Rec- 
ords, replacing Edgar Kobak... 
Life announced a 3% cut in ad 
rates, which took effect in its July 
4 issue, and subsequently cut in- 
ternational rates 21% as part of 
the devaluation ... Television made 
painful progress, was everybody’s 
darling except the controllers’. . 


Macfadden formed the True Story 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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_ Women’s Group ...Cowles shoved 


in Quick, a digest-size weekly news 
magazine, which made sensational 
headway on the stands, and will 
shortly take advertising on a 750,- 
000 guarantee. 


a The Reporter bowed, and es- 
chewed advertising for the first six 
months...McCall’s had a new 
deal—its editor, Otis L. Wiese, 
was also publisher, and a vice- 
president; Phillips Wyman became 
publisher of Redbook and new 
vice-presidents included Boyle, 
Brown, Hoggson, Shumway, Smith 
and Westland...McGraw-Hill 
discontinued Science Illustrated... 
Paley’s raid paid off in Hoopers... 
Noel Busch wrote a brilliant bi- 
ography on “Briton Hadden,” the 
story of Time’s co-founder... 

The circulation and postal battle 
went on. The Associated Business 
Publications cleared the decks, 
went on record as opposed to post- 
al parity for controlled publica- 
tions, advocated paid circulation 
promotion, saw about 40 ABP 
member publications withdraw. 
But it added seven and there was 
one merger, so it wound up the 
year with 103 members as against 
137 a year ago...Cowles cleared 
the title of Flair, stood by for 1950 
launching ...The controlied busi- 
ness papers founded the National 
Business Publications, picked Rob- 
ert E. Harper as managing direc- 
tor...The ABP got William K. 
Beard as executive vice-president 
from McGraw-Hill... 

There were some 96 TV stations 
operating ... The Portland Oregon- 
ian flashed a frequency discount; 
the New York Sun was goaded into 
saying that it had had one for 
some time...Comics publishers, 
who had caught the blast of public 
resentment, were able to report 
that circulations were higher than 
ever. 


s The Bureau of Advertising con- 
tinued to slug away at its regional 
consumption theme, proudly noted 
that the 1948 volume of $398,261,- 
000 was more than double the 1939 
volume of newspaper national ad- 
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THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Iinois 


vertising. Every indication showed 
that newspapers would record an- 
other gain in 1949...Hooper & 
Nielsen had new services; there 
was a radio and television research 
service for everyone, with new 
ones added monthly. Nielsen 
pointed out that AM< still offered a 
real value... Television will help, 
not hurt newspaper advertising, 
Duane Jones told the annual meet- 
ing of the Newspaper Advertising 
Executives Association... 

Henry Luce stepped down as 
editor of Time, after 26 years, 
with T. S. Matthews, formerly 
managing editor, taking over... 
Media men had a new phrase, 
“captive audience,” and some of 
the captives weren’t captivated by 
advertising... Kroger Co. would 
distribute Family Circle come 
spring, through more than 2,200 
stores... 

At the year’s end, a big question 
mark still hung over the Fed- 
eral Communications Commission, 
which had the unedifying job of re- 
assigning frequencies for FM. It 
still looked as if the FCC and in- 
dustry might settle for a 54-chan- 
nel system, 42 channels to come 
from the ultra high-frequency 
band. 


GENERAL 

During the year, the salesman 
bulked larger as a prop of the 
economy. In New York, the drab 
play “Death of a Salesman” brought 
tears from the audience; in sales 
offices all over the country, per- 
formance of salesmen was wring- 
ing tears from sales managers. 
Sales training, intensified selling 
support, sampling, door-to-door 
extension of normal sales efforts 
were on the increase. 

The New York Advertising Club 
opened a Hall of Fame. First to 
make the hall (one requirement, 
at least two years dead): John 
Wanamaker, Philadelphia mer- 
chant prince; John Irving Romer, 
editor and publisher of Printers’ 
Ink; Cyrus H. K. Curtis, publisher; 
William H. Johns, of George Batten 
and BBDO, founder of the Four 
A’s; A. W. Erickson, agency man; 
L. B. Jones, Eastman Kodak, a 
founder of ANA and ABC; E. T. 
Meredith, publisher; Rollins C. 
Ayres, San Franciscc agency man 
and pioneer in industry coopera- 
tive advertising; T. F. MacManus, 
Detroit agency man; and Walter 
Strong, publisher of the Chicago 
Daily News. ¥ 
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Mass audiences are swell for football games. But for selling a specific product, 
you need an audience that’s ready to buy that specific product. When you 
advertise in the Haire Specialized Merchandising Publication of your field, 
you're assured of finding your own buyers. Key men and women in every 
merchandising field consistently buy and read the Haire Specialized Publica- 
tion that reports the trends and developments in each field. 
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If you have ever had the assign- 
ment of introducing a national 
celebrity to a distinguished audi- 
ence, you will appreciate the 
showmanship which Kerwin H. 
Fulton, president of Outdoor Ad- 
vertising Incorporated, displayed 
in presenting Charles Sawyer, Sec- 
retary of Commerce, at the OAI 
luncheon in Detroit Dec. 1. 

Many of the leading executives 
of the automotive industry were on 
hand for the affair, in addition to 
outdoor advertising men repre- 
senting plant owners and adver- 
tising agencies, who were in De- 
troit for the convention of the 
Outdoor Advertising Association 
of America. 


s Instead of the usual introduc- 
tion, Mr. Fulton, after presenting 
the top brass at the speakers’ table, 
turned to the Secretary. The lights 
went out and a sound movie was 
thrown on the screen. 

This movie, much to the aston- 
ishment of Mr. Sawyer, recorded 
his work as head of the Depart- 
ment of Commerce, showed the 
myriad activities of interest and 


value to business in which it is 
engaged, and concluded with the 
final statement of the narrator 
“Inspiring leader in the forward 
march of American prosperity, we 
give you a most cordial welcome. 
Mr. Secretary!” 

Needless to say, this novel and 
dramatic introduction made a tre- 
mendous hit with the audience, as 
well as with Secretary Sawyer, 
and set the stage for his effective 
talk on the value of distribution 
services, including advertising, to 
the public as well as to all seg- 
ments of business. 

As the OAI head said later, “We 
wanted to provide a unique, dra- 
matic introduction for the Secre- 
tary, and the film was the perfect 
answer. So far as we know, this 
was the first use of a sound film 
to introduce a prominent person- 
age. 


e “The film had two main pur- 
poses: First, to emphasize the ser- 
vice rendered by the major bu- 
reaus of the Department of Com- 
merce; and second, to present the 
Secretary’s background, with em- 
phasis on his business experience 
We tried to show that the Secre- 


];him an ideal interpreter between 


government and business. Thus, 
within a running time of five min- 
utes, we aimed to acquaint the au- 
dience with the Secretary and the 
department he heads. 

“A dramatic feature, we think, 
was the scene in which the Sec- 
retary actually speaks, taken from 
his address before the National 
Association of Manufacturers.” 
The film was written and direc- 
ted by the public relations depart- 
ment of OAI, and was produced by 
Fox Movietone News. 


‘Sunset’ Names Nicholson 


Loren Nicholson, formerly ad- 
vertising director of the Record- 
Searchlight, Redding, Cal., has 
been appointed a sales correspon- 
dent of Sunset, San Francisco. 


To Elliott-Daly & Schnitzer 


Rinse-Away Corp. of America, 
electric garbage disposal manufac- 
turer, has named Elliott-Daly & 
Schnitzer, San Francisco, to han- 


37 
Chain Companies Plan Push 


Round Associate Chain Compan- 
ies,’a group of five chain manu- 
facturers located from coast to 
coast, will expand its trade and 
consumer advertising programs in 
1950. In addition, the companies 
will produce new sales aids and 
catalogs and will adopt redesigned 
packages. Palm & Patterson, Cleve- 
land, directs the account. 


Milline Club Elects 


Lynn Fenstermacher, of Hearst 
Advertising Service, has been elec- 
ted president of the Milline Club, 
San Francisco. Bob Leach, Foster 
& Kleiser, has been named vice- 
president and William St. Sure, 
Ward-Griffith Co., has been elec- 
ted treasurer. 
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for Total Rated Periods. 


the rural audience, too. 


By any measurement, KWKH is 


tary’s business background makes 


A: KWKH we don’t know how to do handstands, or “finger- 
stands” either, but we do know how to get and hold the greatest 


radio audience in our booming four-state area. 


Shreveport Hoopers prove that KWKH gets the 
greatest Share of Audience in our great metropolitan 
market. Oct.-Nov., '49 figures, for instance, showed 
a 41.5% greater Share of Audience than Station # 


Mail-pull figures, paid attendance at ‘‘live’’ shows 
and BMB percentages prove that KWKH is tops with 


the best buy in this rich South- 


ern market. May we send you all the proof? 


KWKH 


Arkansas 
Mississippi. 


The Branham Company, Representatives 


Henry Clay, General Manager 
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‘Digest’ Tobacco 


Diatribe Turned 
into Viceroy Ad 


(Picture on Page 1) 

New YorK—To boost its Viceroy 
filter tip cigarets, Brown & Wil- 
liamson Tobacco Corp. made quick 
capital last week of the latest 
Reader’s Digest report on smoking 
and health. 

Three days after the January 
Digest appeared on the newsstands, 
the company carried full-page 
newspaper ads plugging the ar- 
ticle, “How Harmful Are Cigar- 
ets?” for explaining why “fil- 
tered cigaret smoke is better for 
your health.” 

Through Ted Bates Inc., Vice- 
roy also is changing its radio copy 
to make use of the Digest findings, 
and may alter its television spots 
in the same way. But it was con- 
sidered unlikely that any of the 
other major cigaret companies 
would rush into print with com- 
ment on the Digest report. 


es Fleming-Hall Tobacco Co., 
through its agency, Deutsch & 
Shea, said it plans to make some 
use of the magazine’s findings in 
newspaper ads for Sano cigarets, 
which reportedly contain less than 
1% nicotine. However, Benson & 
Hedges’ filtered Parliaments are 
™due for no special copy tying in 
with the report, according to Kud- 
ner Agency. 

One manufacturer of denicotin- 
ized cigarets and cigars said he 
wasn’t interested in using the Di- 
gest piece for promotion, since it 
added nothing to the product story 
in use. Another manufacturer, who 
markets cigaret holders and fil- 
ters, said he plans to make “con- 
siderable use of these findings 
in subsequent promotion of our 
products.” 

The ten-page Digest report says 
that “smoking is not the invention 
of the devil; it will not destroy 
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your morals at all, nor your health 
probably. A moderate, reasoning 
person can with profit study the 
possible bad effects of smoking 
and reduce his habit to normal 
temperance.” 

The writer concludes that 
“smoking is a very pleasant, very 
foolish habit. Most people can in- 
dulge in it with no apparent dam- 
age. Eight cigarets a day, appar- 
ently, harm no normal person. No 
one should indulge in smoking as 
much as he wants to. Everyone 
should smoke less, if only for the 
reason that he enjoys it more.” 


ws The Viceroy ad was based 
mainly on one paragraph in the 
story which read in part: “All 
types of artificial filters take out 
some nicotine. The kind which 
uses another cigaret as a filter is 
said to remove 70%; the kind 
which uses a silica-gel cartridge 
removes 60%, according to claims 
of the manufacturers confirmed 
by the American Medical Associ- 
ation. But with a filter one is likely 
to smoke a cigaret until it is short- 
er than if a filter had not been 
used—usually 20% shorter—and 
that extra length is the nicotine- 
filled butt.” 

The following paragraph reads: 
“Tests of various popular brands 
show that the average nicotine con- 
tent of Virginia-blend cigarets is 
around 6%; of Turkish cigarets, 
1%%; of so-called ‘denicotinized’ 
cigarets, just over 1%; and, 
strangely enough, of the strong- 
looking West Indian cigarets, least 
of all—0.86%.” 


a Old Gold made extensive capi- 
tal of a Digest article in the July, 
1942, issue titled, “Cig: ret Ad Fact 
and Fiction.” The »~‘icle was based 
on laboratory tes's oi ieading cig- 
arets which showed that “the dif- 
ferences between brands are, prac- 
tically speaking, small, and no 
single brand is so superior to its 
competitor as to justify its selec- 
tion on thc ground that it is less 
harmful.” 

The article, however, said fur- 
ther on that “the advertising 
genius who thought up ‘Not a 
Cough in a Carload’ seems un- 
aware of Old Golds’ virtues: They 
had the best score of all seven 
cigarets tested for the Reader’s Di- 
gest as to nicotine and tar in the 
smoke. Instead of cashing in on 
these buried treasures, Old Gold 
is plugging Latakia...” 


by Burn 


Old Gold, of course, went ahead 


Packaged coverage... package sales 


COVERAGE. With GOA you can 
cover one town, ten towns or more 
than 1400 cities and towns. That’s 
sales impact directed where and 
when you want it... flexibility 
that means advertising pressure 
on the markets you select. Send 
for the facts about GOA full time 


GEORGE A. SMITH 


and cashed in on these “buried 
treasures,” though it now plugs 
“a treat instead of a treatment.” 


‘JOURNAL OF AMA’ STILL 
ACCEPTS CIGARET ADS 
Cuicaco—There is no indication 
that renewed discussion of the 
alleged: health menace of cigarets, 
stimulated by the article in the 
January issue of Reader’s Digest, 
will affect current policies of the 
Journal of the American Medical 
Association, which carries the ad- 
vertising of Camel, Old Gold, 
Chesterfield and Philip Morris cig- 
arets. 
While no official statement was 
made by the association, it was 
evident that the Journal believes 
most doctors smoke cigarets and 
have taken no stand against them 
as a matter of professional policy. 
Cigaret manufacturers have been 
advertising in the Journal for the 
past 15 years, and likewise ex- 
hibit at the conventions of the as- 
sociation. 


JOHN CHAFFE 
NASHVILLE—Jobn Chaffe, 66, for- 
mer advertising executive in Mi- 
ami and Philadelphia, died Dec. 
26 after an illness of two months. 
He started his business career here 
with Baird-Ward Printing Co. and 
later was associated with the old 
Commercial Club Tattler and 
Southern Lumberman. 

Leaving Nashville in the early 
’20s, he became director of pub- 
licity for the Coral Gables devel- 
opment project in Miami. He was 
later connected with N. W. Ayer 
& Son in Philadelphia as an ac- 
count executive. After serving with 
the Office of Price Administration 
during the war, he returned to 
Nashville. 


BLAINE W. BRADFUTE 


INDIANAPOLIS—-Blaine W. Brad- 
fute, 65, owner and publisher of 
the World-Telephone, Blooming- 
ton, died in a hospital here Dec. 
28. He took over publication of the 
evening daily after the death of 
his father 30 years ago. A son, B. 
W. Bradfute Jr., is business man- 
ager of the paper. 


HARVEY C. KENDALL 

RocKForD, ILL.—Harvey Clyde 
Kendall, 64, with the advertising 
staff of the Rockford Star and 
Register-Republic, and former ad- 
vertising and business manager of 
Rotarian, died Dec. 28 after a 
lengthy illness. He joined Rotarian 
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usual Christmas business and built 
up their inventories accordingly. 
However, as Christmas ap- 
proached, buying picked up mo- 
mentum, especially in the lower 
Midwest, the Southwest and West 
Coast areas. 
Since price levels on items sold 
through department stores have 
been estimated to average from 5% 
to 7% below levels prevailing last] jing. 
year, total unit volume sold is | 
significantly in excess of that 
which moved across retail coun- 
ters last year during the second 
full week of December. 

% Change from 1948 

Week Ended 

Federal Reserve Dec. Dec. Dec. 
District and City 3 0 8617 
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International to F&S&R 


International Silver Co., Meri- 
den, Conn., has named Fuller & 
Smith & Ross, New York, to han- 
dle the advertising for William 
Rogers & Son, silver plated flat- 
ware. The agency also handles the 
company’s Anchor Rogers sterling 
division. Young & Rubicam for- 
merly directed the William Rogers 
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Discontinues News Bureau 


The Saturday Evening Post News 
Bureau has been dissolved. Con- 
centration will be on merchandis- 
ing assists to advertisers. News bu- 
reau duties are being taken over 
by Curtis Publishing Co.’s public 


staff. 
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WASHINGTON—Department store! Akron ......... > oe 
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SINCE 1926 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS Aneet Es HALLIBURTON BLDG. 
NCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


in Chicago in 1930, first as busi- 
ness manager, and left the mag- 
azine in January, 1940. 


SaLisBurY, N. C.—George A. 


coverage. Write today. General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 


Smith, art director of Piedmont 
Advertising Agency here, died in a 
Charlotte hospital Dec. 17 after a 
short illness. He previously was 
associated with Bennett-Advertis- 
ing, High Point; Houck & Co., 
Roanoke, and Liller, Neal & Battle, 
Atlanta. 


SAMUEL WEINSTEIN 
ROcHESTER, N. Y.—Samuel H. 
Weinstein, 52, since 1948 2nd vice- 
president of Charles L. Rumrill & 
Co., was fatally injured in an au- 
tomobile accident Dec. 19 near 
Clarence, N. Y. He was a former 
secretary of the Rochester Indus- 
trial Advertisers. 


MRS. JANE BANCROFT 
Boston—Mrs. Jane W. Ban- 
croft, 72, principal owner of Dow- 
Jones & Co., financial news report- 
ing agency and publisher of the 
Wall Street Journal, died at her 
home here Dec. 21. 

Mrs. Bancroft took over control 
of Dow-Jones’ publishing activi- 
ties following the death of her hus- 
band, Hugh Bancroft, in 1933. Mrs. 
Bancroft’s stepfather, the late Clar- 
ence W. Barron, headed Dow-Jones 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions 
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Nash Starts Poll 
on Popularity of 
Proposed $1,000 Car 


DetTrROIT—That postwar rarity— 
the $1,000 automobile—will come 
up for a public vote of confidence, 
or rejection, this week when Nash 
Motors Division starts a series of 
special showings for such a car. 

Nash officials pointed out care- 
fully, in invitations to previews 
to be held in half a dozen major 
cities, that the smaller, cheaper 
car isn’t in production. Whether 
it will be made at some future 
date will depend in part upon 
public reaction to the show model. 

The prototype of the possible 
entry in the $1,000 price class is 
designed to use a low-horsepower, 
foreign-made engine. This car, 
Nash emphasized, has no connec- 
tion with the new series it plans 
to add to the present Statesman 
and Ambassador lines (AA, Dec. 
6). 


s The $1,000 car will be shown in 
New York Jan. 4, in Washington 
Jan. 6. Invitations suggest that 
the small auto might be produced 
on an international basis “to sup- 
port the United States’ foreign aid 
program.” The low-price model has 
decided advantages but also certain 
limitations, Nash officials said. 
Through the preview poll, Nash 
hopes to learn whether such a car 
would be popular enough to war- 
rant the initial production costs. 


Parkes Leaves NAM 
to Join Apex Film 


New YorK—Holcombe Parkes, 
vice-president in charge of public 
relations of the National Associ- 
ation of Manufacturers, will re- 
sign that position on Feb. 6 to be- 
come executive vice-president of 
the Apex Film Corp., Los Angeles. 

Mr. Parkes will have offices both 
in Los Angeles and New York, and 
will be responsible for the pro- 
motion, writing and production of 
industrial and public relations 
films for the Apex Corp. 

He will be succeeded as public 
relations staff head at NAM by 
J. T. Thacher, assistant to the vice- 
president, who becomes acting di- 
rector of public relations. No other 
changes in the NAM staff are con- 
templated. 


McGraw-Hill Appoints 
Elliott Bell, Ralph Smith 


In addition to becoming chair- 
man of the executive committee 
of McGraw-Hill Publishing Co., 
New York, on Jan. 1 (AA, Dec. 
19), Elliott V. Bell, for the past 
seven years superintendent of 
banks, State of New York, will be- 
come chairman of the board of 
editors of Business Week. Mr. Bell 
was a financial writer on the New 
York Times from 1929 to 1939 and 
a member of its editorial board 
from 1941 to 1942. Previously, he 
was on the staff of the New York 
Herald Tribune. 

Ralph Smith, who has been ed- 
itor of Business Week for the past 
12 years, becomes editorial assist- 
ant to Eugene P. Duffield, head of 
he McGraw-Hill -publications di- 
vision. 


Gillette to Sponsor 
Telecasts of Bowl Games 

A half-hour of football high- 
lights from the Rose, Orange and 
Sugar Bowls will be televised over 
CBS Jan. 2 at 10 p.m., EST, under 
the sponsorship of Gillette Safety 
Razor Co., Boston. The film will 
be aired Thursday (Jan. 5) on 
non-interconnected stations. 

The Rose Bowl game, carried on 
the Columbia radio network, will 
be televised over KTTV, Los An- 
geles, and by relay over WFMB- 

V, San Diego. WTVJ, Miami, 
will cover the Orange Bowl pig- 
skin meet, which also will be 
broadcast over CBS. WDSU-TV, 
New Orleans, will air the Sugar 
Bowl—an ABC radio attraction. 
All are under the sponsorship of 
Gillette, through. Maxon Inc. 


Last Minute News Flashes 
First NAB Study of FM Audience Published 


WASHINGTON—In the first of a series of FM market studies, the Na- 
tional Association of Broadcasters shows there are 51,282 families here 
(179,487 persons) having FM receivers. The average daily Washington 
FM audience is 102,000 people, each listening 106 minutes, and 87.2% 
saying FM is worth the additional cost. 


Gilbert Research May Offer TV Impact Ratings 


New YorK—Gilbert Youth Research Organization, which has been 
holding confidential showings of its “Videometer” in advertising agen- 
cies for some time, is expected to enter the TV sales impact rating field 
soon. The company has perfected a small sound motion picture pro- 
jector to be used to reproduce video commercials during interviews. 


Buick Opens Drive With 4-Page Ad in ‘SEP’ 


Detroitr—Buick Motor division, General Motors Corp., will give its 
1950 line the biggest advertising send-off in the company’s history, with 
expanded newspaper, magazine, and radio and video spot schedules. 
Feature of the introduction campaign, through Kudner Agency, will be 
a four-page, four-color ad in The Saturday Evening Post (Jan. 7), 
showing pictures of the 19 models in the new line. 


P. ]. Ritter to Switch from Clements to Lamb & Keen 


Brinceton, N. J.—P. J. Ritter Co., fruit packer, will switch its ad- 
vertising account March 1 from the Clements Co. to Lamb & Keen, 
Philadelphia. 


Cunningham & Walsh Lists Execs; Other Late News 


Cunningham & Walsh, Newell-Emmett Co.’s successor (AA, Dec. 12), 
last week revealed its batting order. Fred H. Walsh will be president; 
J. P. Cunningham, executive vice-president, Richard L. Strobridge, 
secretary. Vice-presidents will be Earl H. Ellis, George S. Fowler, G. 
Everett Hoyt, Robert R. Newell and William Reydel. Edward Molyneux 
will be director of the art department; G. W. Tasker, director of re- 
search; Newman McEvoy, director of media; Milton Suttler, manager of 
mechanical production, and James F. Kiley, manager of accounting. 
@ Kenyon & Eckhardt, New York, has appointed Curtis Berrien, form- 
erly with Tatham-Laird, as a copy supervisor. 

The United States Tobacco Journal is out with its diamond jubilee 
edition. The weekly was founded in 1874, and Publisher Edward H. 
Davis has been with it for 52 years. e American Maize-Products Co., 
New York, has promoted F. C. Frey, formerly general sales manager, 
to assistant to the vice-president in charge of sales; Charles Sanford 
from assistant sales manager in package sales to manager of the bulk 
sales department, and William Wylie to manager of the company’s cen- 
tral division package sales department in Chicago. e F. W. Crabbe, ad- 
vertising director of the Ottawa Evening Citizen, has resigned and re- 
tired from business. He joined the newspaper in 1897 and was adver- 
tising director for 15 years. 

W. G. Power has been named advertising manager of Chevrolet Mo- 
tor division, General Motors Corp. In Chevvy’s ad department since 
1928, he succeeds Charles J. French, who becomes public relations chief 
for Chevrolet. e Elgin-American Co. will introduce a new American 
Beauty line of gift jewelry and fashion accessories with an ad in The 
American Weekly Feb. 7. e Kenneth B. Arrington has been named 
v.p. in charge of Caples Co.’s new food division. He previously was 
marketing director. 

C. A. Mosso Co., Chicago, maker of Oil-O-Sol inhibitory antiseptic, 
has appointed Street & Finney as its agency. Women’s service maga- 
zines and newspapers in selected markets will be used. e Austin Le- 
Strange has resigned as vice-president and advertising director of 
Southern Agriculturist. e John K. Churchill has joined Benton & Bowles’ 
media department as supervisor of Procter & Gamble media. He was 
director of research and general manager of Broadcast Measurement 
Bureau. 


FCC Refuses Quick 
Ruling in Paramount 
Radio Station Setup 


WASHINGTON—The Federal Com- 
munications Commission refused 
Thursday to meet a deadline pro- 
posed by Paramount Pictures Inc. 

Paramount asked FCC action by 
Jan. 1 on a series of station trans- 
fers which are in line with an an- 
ti-trust consent decree requiring 
Paramount to separate its motion 
picture exhibiting and producing 
businesses. The commission pointed 


NBC Raises Local 
TV Station Rates 


New YorkK—Local ‘time rates 
will be increased, as much as 100% 
in one case, on NBC’s owned and 
operated television stations early 
this year. Advertisers placing or- 
ders prior to the effective date will 
be protected for six months, if 
there is no lapse in the schedule. 

On Jan. 16 new rates will be- 
come effective as follows: 


One Hour 
Class A 


Class 
A 
Spots* 
WNBT, New York $2,000 (was $1,500) $400 


out that the applications had not WNBW, Washington 375 (was $200) 15 

been filed until Dec. 22. WNBK, Cleveland 400 (was $200) 90 

: : : WNBQ, Chicago 750 (was $500) 125 

FCC = Ba A re a KNBH, Los Angeles** 750 (was $500) 125 
as possible, *Announcements, station breaks. 


not believe the consent decree de- 
prives it of the responsibility of 
passing on the qualifications of the 
proposed licensee. 

The ‘stock transfers would give 


**Effective Feb. 1. 

For all stations except WNBT, 
current rates for Class A network 
time already are somewhat higher 
than the new local charges. In 


a new company, United Paramount 
Pictures Inc., control of WBKB 
and WBIK, Chicago, and Para- 
mount Richards Theaters Inc., li- 
censees of WSMB and WSMB-FM, 
New Orleans. 


Airs ‘Buster Keaton Show’ 


“The Buster Keaton Show,” now 
being produced by KTTV, Los 
Angeles, for syndication nationally, 
will be sponsored in the Los An- 
geles area by Studebaker Metro- 


politan Dealers. Dana Jones Co. is 
the agency for the dealer group. 


New York, after Jan. 16, the fig- 
ure will be the same. 


Bert Ray Opens Own Office 


Bert Ray, for the past 12 years 
art director of “What’s New,” Ab- 
bott Laboratories’ external house 
organ, has oper2d his own office 
at 812 N. Dearborn St., Chicago. 
The new organization, under the 
name of Bert Ray, will offer art 
and typographic services and art 
direction counsel. Mr. Ray con- 
tinues as art director of “What’s 
New.” 


ANNOUNCEMENT—Dona Hughes, Na- 
tional Orange Show queen, holds a blow- 
up of a special pressing of Russ Morgan’s 
recording (approved by Decca), sent by 
Sunkist to more than 400 food editors. 
One side carries the straight Morgan re- 
cording; the other, a message signed by 
Russell Eller, Sunkist ad manager, who 
speaks of the new orange harvest and 
the appointment of Miss Cay Hillegas as 
Sunkist home economics director. 


Radio’s Gross Income 
Up 4.5%, NAB Says; 
‘49 Expenses Higher 


WASHINGTON—Increases in na- 
tional spot and local retail ac- 
counts pushed radio’s gross income 
for 1949 up 4.5%, the National As- 
sociation of Broadcasters estimated 
last week, but the gain was almost 
matched by increases in operating 
expense. 

The association pegged the in- 
dustry’s gross income at $435,279,- 
000 for the year, compared with 
$416,720,279 reported by the Fed- 
eral Communications Commission 
a week ago as the official figure 
for 1948. 

Largest gain was shown by na- 
tional spot business, up 13% to 
$118,425,000 in 1949. NAB esti- 
mated that retail business was up 
5.3% to $180,025,000. 


ws Dr. Kenneth Baker, NAB re- 
search director, said the retail 
figure may be an understatement. 
Last year NAB’s forecast assumed 
$157,000,000 of retail business. The 
actual figure was $170,908,165, ac- 
cording to the FCC. 

Revenue to the networks was 
$129,300,000, down 3.3%; to sta- 
tions $333,600,000, a rise of 6%, 
reflecting the increased importance 
of local, retail, regional and na- 
tional spot business. 

The association said operating 
costs were up about 4%. It pre- 
dicted that average profits before 
taxes may fall to as low as 16%. 
Last year it was 17%, having 
dropped below 20% for the first 
time in the postwar period. 


Forms Indianapolis Agency: 
Has Fifteen Accounts 


Tobin C. Carlin, formerly an ac- 
count manager of Gardner Adver- 
tising Co., Washington, has opened 
an advertising agency, Reid, Car- 
lin & Co., at 217 Traction Terminal 
Bldg., Indianapolis. Harry Reid 
Sr., president of Indianapolis Rail- 
ways Inc., is president of the new 
agency and Mr. Carlin is vice- 
president and operational man- 
ager. 

Accounts to be handled by the 
new agency are: Acme-Evans Co.; 
Acme-Goodrich Inc.; American 
Travelers Life Insurance Co.; 
Cooper Industries; Gary Railways 
Inc.; Indianapolis Coliseum Corp.; 
Indianapolis Olympians; Indiana 
Bonding & Surety Co.; Independent 
Mutual Fire Insurance Co.; E. W. 
LaPlante Co.; MacAllister Ma- 
chinery Co.; transit equipment di- 
vision of Marmon-Herrington Co.; 
Station WEOA; WFBM-TV; and 
Watermaster Products Co. 
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More Ads, More 
Surf, More TV: 
Nifty Lever ‘50 


(Continued from Page 1) 
not only in the U. S., but in the 
world”) in the three test markets 
which now have it—Philadelphia, 
Chicago, St. Louis. That the new 
no-rinse detergent will be spread 
nationally in hard water areas, 
and that—in the markets where it 
goes—the Bob Hope show will be 
used to promote it, via cut-ins. 
Production is being expanded on 
Surf. Three plants are now making 
it, and Lever is spending $2,000,- 
000 to expand a New Jersey plant 
which will be producing only Surf. 


a 4. The Lever president noted 
joyfully the claims of a competitor 
(Tide, P&G) that no rinsing is 
necessary, pointing out that direc- 
tions on the package call for a 
double rinse. “Caught with their 
directions down,” he chortled. 

5. The aluminum kitchenware 
premiums go with a group of Le- 
ver products, which will be packed 
within a sauce pan, for example, 
and the combination price includes 
the utensil. 

6. That the Jelke Division will 
probably get its new agency next 
week, after it moves to New York. 


a 7. That the Lux 15-year-old girl 
contest has been phenomenally 
successful, as was the deal with 
CARE under which Lever sent 
Swan soap abroad in exchange for 
wrappers. Lever has more than 2,- 
000,000 entries in the Lux contest, 
with many stations not yet re- 
ported; 2,600,000 Swan wrappers 
were received, and Lever sent 1,- 
500,000 bars of soap abroad. 

8. He indicated that new pro- 
ducts, new campaigns and new 
merchandising techniques would be 
the normal expectation for 1950. 


Republic Steel Ads 
Will Run in 1,350 
Business Papers 


CLEVELAND—Republic Steel Corp. 
will increase product advertising 
by “more than 20%,” using 1,350 
trade and business publications in 
the expanded campaign, Chester 
W. Ruth, Republic advertising di- 
rector, announced Tuesday. 

The company’s institutional cam- 
paign, also handled by Meldrum & 
Fewsmith Inc., will be continued 
in 45 newspapers in communities 
where Republic facilities are lo- 
cated. 

Chief reasons for the expanded 
advertising effort, Mr. Ruth said, 
are the return of sharp competition 
in the steel industry and the need 
for advertising Republic’s ever- 
growing variety of specialty pro- ] 
ducts, each calling for separate 
campaigns. The product advertis- 
ing will cover hundreds of items 
turned out by Republic’s five man- 
ufacturing divisions and a subsid- 
iary—Truscon Steel Co., Youngs- 
town, O. 

A great volume of advertising 
literature and trade show exhibits 
will be used in the product cam- 
paign. Mr. Ruth said no decision 
has been made on the possible use 
of general circulation publications, 
radio, television and other media. 


thee Beda 


Gale Agency Moves 

Alfred R. Gale & Associates, 
Portland, Ore., advertising and 
public relations service, has moved 
from the Scott Bldg. to the Fenton 
Bldg., 310 S.W. Sixth Ave. 


Stadler Studios Moves 

Stadler Studios Inc., Chicago, 
commercial photographer, has 
moved its studios from 62 E. Lake 
St. to 235 S. Wabash Ave. 
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Bi-Weekly TV Shows 


Win Mixed 


(Continued from Page 1) 
and television, is not high enough 
to accomplish its purpose. Twenty 
per cent was advanced as a figure 
which might make it worth while 
for a company to be a year-round 
TV network sponsor. 

Pointing out that in earlier radio 
days there were numerous spon- 
sored hour broadcasts while today 
they are rare, the agency executive 
said it might be advisable for net- 
works to charge a higher per- 
centage of the hourly rate for a 
half-hour and a higher percentage 
of the half-hour rate for a quar- 
ter-hour. 

This agency prefers a $5,000 
dramatic show weekly to a $10,- 
000 to $20,000 show bi-weekly, 
feeling that a great deal of money 
is being spent unnecessarily in 
video. “The expensive shows in 
video are not always the most pop- 
ular, as evidenced by the fact that 
some modestly priced dramas are 
getting high ratings and doing a 
fine selling job,” it was empha- 
sized. 


s The opposite school of thought 
is well represented by the “Ford 
Theater,” which is televised bi- 
weekly over CBS. Columbia has 
one other every-other-week pro- 
gram—Chevrolet’s “Inside USA,” 


Aiming Your Sales Message \ 
at Young Men? 


In the Magazine with. 


All Male Readership ! 


SIXTH ST. WW. WASHINGTON 1, D.C 


Reception 


canceled effective March 23—on its 
schedule. Ken Murray’s “Black- 
outs,” which makes its TV debut 
under the sponsorship of An- 
heuser-Busch Jan. 7 on CBS, will 
be an every-other-Saturday-night 
attraction. 

Interested in identifying itself 
as the sponsor of a prestige, top- 
caliber dramatic telecast, Ford Mo- 
tor Co. started its “Theater” on a 
once-a-month basis in 1948. This 
season the $20,000 package was put 
on a bi-weekly schedule, There 
was some contemplation of going 
weekly in January, but it looks 
now as though this will be post- 
poned until fall. 


ws Garth Montgomery, director of 
TV for Kenyon & Eckhardt, which 
handles “Ford Theater,” points out 
that this is the transition period for 
video programming, with every- 
body feeling his way along and 
trying to set a foundation for five 
years hence. 

“One thing we have learned, 
partly from people who write to 
us,” Mr. Montgomery said, “is that 
the television audience enjoys 
looking forward to a real attrac- 
tion. If televiewers are interested 
in seeing a particular star or play, 
they make it their business to be 
on hand when the show goes on— 
and they look forward to the ex- 
perience as they would if they had 
two tickets and were going to the 
theater to see a legitimate play.” 


@ Although the basic reason for 
semi-monthly airing of telecasts 
is budgetary, technical considera- 
tions in some cases are partially re- 
sponsible. 

“Big Story,” which American 
Cigaret & Cigar Co. carries on 
NBC-TV every other Friday, is a 
mixture of film and live action. 
Film sequences for the show, fea- 
turing real life exploits of report- 
ers, are shot in the cities where 
the stories took place. The telecast 
requires a great deal of editing and 
processing, all of which takes time. 

“Television, as it exists today, 
doesn’t have the radio once-a-week 
habit, with the exception of a few 
shows such as the Berle, Sullivan 
and Godfrey stanzas,” William 
Spire, vice-president of Sullivan, 


Ahead 4/ on 


Field & Stream 


Figures for the year 1949 show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


*Advertising linage of the three leading sportsman’s magazines for the 
year 1949, as compiled by Printers’ Ink. 


AMERICA'S NUMBER ONE SPORTSMAN’S MAGAZINE 


elie Shean 


Point-of-sale for more than 700,000 top-flight sportsmen! 


ee eee ln 


Stauffer, Colwell & Bayles, which 
handles the Pall Mall account, 
said. “People come home at night, 
sit down in an easy chair, then 
pick up the paper to see what’s on 
TV because they usually don’t re- 
member.” 


s To supplement “Big Story,” 
which has a national Hooperating 
of about 35, Pall Mall regularly 
carries spot announcements to keep 
its sales message before the public 
on the weeks when the show is not 
scheduled. 

Pall Mall’s parent company, Am- 
erican Tobacco Co., is the latest 
advertiser to schedule a bi-weekly 
»rogram. Lucky Strike will rejoin 
the list of network TV sponsors in 
January as backer of a new Robert 
Montgomery hour show over NBC- 
TV. Mr. Montgomery will star in 
some of the programs and produce 
all of them. 

Donald W. Stewart, advertising 
manager of Texas Co., many 
months ago predicted that the 
eventual frequency pattern for the 
big TV shows will be bi-weekly, 
perhaps on a year-around basis. 
This, Mr. Stewart said, will save 
the advertiser money and enable 
him to capitalize on what he ex- 
pects to be a big summer video 
audience, while conserving the tal- 
ent. 

There have been many rumors 
that the “Texaco Star Theater,” 
television’s most expensive weekly 
show, will go bi-weekly in Janu- 
ary, but present indications are 
that the Milton Berle vehicle will 
continue to be seen every Tuesday 
night on NBC-TV until the end of 
the current season. Next fall, how- 
ever, Texas Co. can be expected 
to sign a bi-weekly contract with 
Mr. Berle. 


a Pointing out that there is no 
way of telling how long an adver- 
tising impact made by television 
lasts, Joseph Moran, vice-president, 
Young & Rubicam, said: “We do 
know that sponsor identification in 
TV averages about twice that of 
radio. “Our simulcast, ‘We, the 
People,’ which has identical Gulf 
Oil commercials on radio and tele- 
vision, is a good example. Its spon- 


a 


wants something so big he can’t | 


afford it every week, that is some- 
thing else,” he said. 

“We may know more about this 
when we get additional informa- 
tion on the real impact of a video 
sales message. Starch and several 
others are trying to find out now; 
research should help us answer the 
question.” 


s Walter Craig, radio vice-presi- 
dent of Benton & Bowles, believes 
a part of the problem of high 
TV production costs will be solved 
when the medium gets better or- 
ganized. 

“Everybody is all fingers and 
thumbs. Rehearsals take longer 
than they should; there are scenery 
and costume problems. Radio ac- 
tors aren’t used to learning their 
lines. But in time all of this will 
be straightened out and actors will 
become accustomed to learning a 
new three-act play every week just 
as they used to do in stock.” 

Television, like every other me- 
dium, will develop its own fre- 
quency, Winslow H. Case, senior 
vice-president of Campbell-Ewald 
Co., predicts. He feels that the big 
high-budget shows such as Chev- 
rolet’s “Inside USA” can be quite 
effective on a bi-weekly schedule. 
“Television’s impact is so power- 
ful—sponsor identification surveys 
on some of the top programs have 
shown some amazing results—that 
it may be wasteful to follow radio’s 
weekly formula,” he continued. 

Not so Chester MacCracken, ra- 
dio-TV production v.p. for Do- 
herty, Clifford & Shenfield, who 
asserts, “It still has to be proved 
whether every other week is as 
good as once a week in television.” 

American Broadcasting Co. and 
DuMont Television Network, 
whose programs generally have 
lower talent and production costs 
than those on the other networks, 
have no bi-weekly sponsored tele- 
casts. 


NISA Sets Exposition Date 


The 24th annual convention and 
merchandise exposition of Na- 
tional Industrial Stores Associa- 
tion will be held at the Hotel Will- 
= Penn, Pittsburgh, Aug. 20-23, 


sor identification is about double.” | 1950 


He suggested that the type of 
product to be advertised might 
have a great influence on the fre- 
quency of a telecast. 

“For such things as automobiles 
and silver, which people don’t go 
right out and buy just because they 
heard them mentioned on the radio 
last night, less frequent scheduling 
might be all right,” he said. “But 
if you’re selling Jell-O, Life Sav- 
ers or chewing gum, it’s a different 
matter.” 

The procedure, generally, at 
Young & Rubicam has been to fol- 
low radio’s example in the fre- 
quency of program scheduling—at 
least until there is an indication 
that something else would be more 
effective. 


@ McCann-Erickson has no TV 
shows scheduled less often than 
once a week, but Lee Cooley, di- 
rector of video for the agency, sug- 
gests that bi-weekly programs 
would enable networks to accom- 
modate more advertisers with 
choice segments. “Television, 
which is suitable for many types 
of advertisers which could never 
use radio, has much less time to 
offer,” he said. 

“As for the habit argument— 
that is, people are accustomed to 
expecting their favorite radio 
shows every week—if a bi-weekly 
schedule became the general prac- 
tice, relatively speaking there 
would be no difference,” Mr. 
Cooley added. “The public would 
soon develop a new habit.” 

George Foley Jr., former TV di- 
rector of Newell-Emmett, who has 
resigned to take a similar position 
with Cecil & Presbrey, emphasizes 
the importance of the continuity 
of a weekly show. “If a client 


Joins Advertisers Service 


Edwin F. Coleman, previously 
account executive with Kenyon & 
Eckhardt, has joined Advertisers 
Production Services, New York, in 
an executive capacity. 
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*Indicates new listing in this column. 

Jan. 20-21. New York State Publishers 
Association, 29th annual convention, De- 
Witt Clinton Hotel, Albany. 

Jan. 23-25. Newspaper Advertising Exec- 


utives Association, annual convention, 
Edgewater Beach Hotel, Chicago. 

Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 
Chicago. 

Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Sievens Hotel, Chicago. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

*April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 29. National Association of Mag- 
azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


Electric Sign Group to Meet 
The National Electric Sign As- 
sociation will hold its convention 
and exhibit at the Netherland 
Plaza, Cincinnati, Feb. 6-8, 1950. 


Opens New York Office 
Rosarita M. Hume, New York 
representative of Pan Pacific Ad- 
vertisers Inc., Philippine agency, 
has opened offices at 489 5th Ave. 


Buchanan Elects Dashett 
Buchanan & Co., New York, has 
elected William Dasheff, account 
group head for the agency, as a 
member of the board of directors. 


UPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 


THE WATIONAL BUSINESS DALY COVERING: FURNITURE & BEDDING + UPHOLSTERY FABRICS - CURTAINS & DRAPERIES 
FLOOR COVERINGS + CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES + LAMPS & LIGHTING + HOUSEWARES 
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LOUISVILLE—A new wrinkle in 


| the advertising and merchandising 


of feod products has been devel- 
oped by the Louisville Courier- 
Journal. Selling is now starting, 
and initial appearance of the pro- 
ject in print is scheduled for early 
spring. 

The plan involves use of a dou- 


(Advertisement) 


Named by Johns-Manville 


Stephen F. Curtis has been appointed 
director of purchasing of Johns-Man- 
ville Corp. re 

Mr. Curtis says, “Any business man 
concerned with purchasing material 
for his firm knows how important it 
is for him to be familiar with market 
and business conditions. I find The 
Wall Street Journal gives me the kind 
of business information I need, quickly 
and comprehensively.” 

_ 236,110 active business men (includ- 

those who purchase and who in- 
fluence purchasing for their firms) are 
daily readers of The Wall Street 
Journal: If you want to sell to these 
able-to-buy business men you should 
advertise in this Only National Busi- 
ness Daily. 


MENUS, RECIPES AND ADVERTISING—How the projected food 
editorial-advertising spread in the Louisville Courier-Journal Sun- 
day magazine will look. At left is a full-page color photograph 
of a meal; at right, an editorialized advertising page featuring 


‘Courier-Journal’ Offers Advertisers 
| Unique Tie-Up with ‘Penny Baker Kitchen’ 


| cludes space costs, color positives, 
'color photographs and full partici- 
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recipes built around 


merchandising operat 


ble page in full color in each is- 
sue of the Courier-Journal’s lo- 
cally-edited Sunday magazine. 

The left-hand page of the spread 
will picture and describe a planned 
meal, with the full-color illustra- 
tion dominating the page. The fac- 
ing right-hand page will carry 
recipes for the dishes used in the 
meal, written in editorial style. 
There will be seven such recipes 
on the page each week, and each 
will be illustrated with a full-color 
photo of the advertiser’s product 
or package. 


= The cost to each participating 
advertiser is $300 a week. This in- 


pation in the merchandising as- 
pects of the advertising. Advertis- 
ers must contract to use a mini- 
mum of 13 participations within 
one year. Items featured each 
week will be non-competitive. 

The plan will be known as 
“Penny Baker’s Kitchen.” “Penny 
Baker” will be Martha Ellen Slay- 
back, who comes to the Courier- 
Journal from the Washington Post, 
where she has been food and 
household editor. Miss Slayback 
has also conducted a daily radio 
program in Washington, and has 
done writing and food consultation 
work for magazines and advertis- 
ing agencies. 

She will be assisted by Margaret 
Knox Morgan, until recently as- 
sistant to Cissy Gregg, the Courier- 
Journal’s editorial home consult- 
ant. 


ws Unused space in the paper’s new 
building is being converted into an 
auditorium-kitchen with a stage, 
model kitchen and seating capacity 
of 200. Each Monday an invited 
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seven products used in the meal, with full- 


color reproductions of the packages. A recipe contest, weekly 
cooking demonstrations, and store tie-ins are included in the 


audience of home makers will be 
given a practical demonstration of 
the products featured the previous 
day. Advertisers will have the op- 
tion of giving samples and supply- 
ing printed recipes to this audience, 
and in addition will receive a list 
of women attending each week, as 
well as a list of entrants in a 
weekly recipe contest. 

Easels containing the full-color 
pages will be set up in 150 key 
grocery outlets in the Louisville 
area, and dealers will be urged to 
tie in heavily. A week-day ad in 
the Courier-Journal and Louisville 
Times calling attention to partici- 
pating grocers and national adver- 
tisers is part of the advertising- 
merchandising package. 

The Sunday Courier-Journal has 
a circulation of 285,000, and read- 
ership of full-color food pages in 
the Sunday magazine is reported 
as 85% among women and 49% 
among men. 


EDMUND F. KAHN 

Cuicaco—Edmund Franklin 
Kahn, 38, production manager of 
Station WGN, died Dec. 24 follow- 
ing an illness of several months. 
He entered the radio field in New 
York in 1937, supervising the pro- 
duction of several major shows. 
He joined WGN in 1942 as assist- 
ant production manager, subse- 
quently handling a number of 
mystery dramas, includifig “Mys- 
tery Playhouse,” “Crime Files of 
Flamond” and “Country Sheriff.” 
The Mutual network show, ‘Meet 
Your Match,” was his latest fea- 
ture. 


W. G. JAFFRAY 

ATLANTIC CiTy—William G. Jaf- 
fray, 79, former publisher of the 
Toronto Globe, died here Dec. 28 
of a heart attack. He became pub- 
lisher of the Globe in 1915, and 
remained its president and pub- 
lisher until 1936, when he sold con- 
trol of the newspaper to the 
Wright-McCullagh interests. 

During the period when he con- 
trolled the Globe, Mr. Jaffray re- 
fused to accept advertisements for 
cigarets, girdles, whisky and cheap 
clothing. 


RALPH W. HAWLEY 

SaLeEMmM, O.—Ralph W. Hawley, 
61, publisher of the Salem News, 
died in City Hospital Dec. 26 after 
a four months’ illness. He joined 
the evening daily in 1906 as a 
newsman, and was named its editor 
in 1921. 


Earle McHugh, 62, 
Hearst Magazines 
Ad Director, Dies 


New YorK—Earle H. McHugh, 
62, advertising director of Hearst 
Magazines Inc., died Dec. 28 in 
Meridan, Miss., while on a motor 
trip to convalesce from a recent 
illness. 

Hearst Magazines, of which Mr. 
McHugh had been advertising di- 
rector since 1931, publishes Cos- 
mopolitan, Good Housekeeping, 
Harper’s Bazaar, House Beautiful, 
Motor Boating, Town & Country, 
American Druggist and Motor. 

After attending Cornell Univer- 
sity and serving in the Navy dur- 
ing World War I, Mr. McHugh en- 
tered the publishing business as 
co-owner of Bakers’ News. 

In 1919, he joined the Hearst 
organization as a space salesman 
in the Chicago office of Motor. 
Later he served as business man- 
ager of the publication in New 
York, and subsequently became 
general manager of the company’s 
business paper department. 

He was a director of the com- 
pany and a board member of the 
Magazine Advertising Bureau and 
the Periodical Publishers Associa- 
tion. 

He used his country home near 
Milford, Conn., to conduct a mail 
order business in flour and pre- 
pared foods. 


GEORGE W. QUIGLEY 

New YorK—George W. Quig- 
ley, 55, sales and advertising man- 
ager of De Both Features, pub- 
lisher of the personalized news- 
paper advertising column, “Jes- 
sie’s Notebook,” died Dec. 24 after 
a brief illness. 

Mr. Quigley worked in the ad- 
vertising departments of several 
Michigan newspapers before join- 
ing Photoplay as advertising man- 
ager. Later he was on the adver- 
tising staff of The American 
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Weekly. He had served as sales 
and advertising chief of the De 
Both organization for more than 
three years. 


LOUIS S. CHICK 

Hartrorp—Louis Spaulding 
Chick, president of the Silex Co., 
died Dec. 21, after a short illness, 
in New England Baptist Hospital, 
Boston. 

Mr. Chick entered the adver- 
tising field in New York in 1922, 
joining Lever Bros. Co. five years 
later. He served as general man- 
ager of Lever’s edible products di- 
vision until 1947, when he became 
sales promotion manager of Stand- 
ard Brands’ grocery division. 

Mr. Chick left Standard Brands 
in 1948 to become president of Si- 
lex, succeeding Frank E. Wolcott 
Jr., who was advanced to chair- 
man of the board. 


GEORGE E. HALL 

PorTLAND, OrE.—George E. Hall, 
70, who formed one of the first 
advertising agencies in this city, 
died Dec. 21. Af the time of his 
retirement four years ago he was 
advertising manager of Abbott, 
Kerns & Bell. Mr. Hall started his 
own agency 40 years ago; it later 
merged with the Thomas Emory 
agency to become Hall & Emory. 
He joined Abbott, Kerns & Bell in 
1926. 


ORTHWEST 


EWS FLASHES 


« Retail Lumber, Building Materials 
and Coal Dealer Publications 


IOWA 
NEWS FLASHES 


@ 4200 Deolers Serving 
@ 10 million persons 
@ 3 million farm population 
Blanket coverage lowa, Minne- 
sota, North and South Dakota, 
Montana, Wyoming, Wisconsin. 
1013 Fourth Ave. So., Minneapolis 4, Minn. 
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BUFFALO EVENING NEWS 


_ EDWARD H. BUTLER 
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Look how Chicago's 2nd largest 
newspaper stacks up TODAY! 


This chart shows an important part—but only part—of the picture. 


=> As you study it, bear in mind that only two Chicago dailies ever have 
exceeded 600,000 circulation—and one of them is The Chicago SUN-TIMES. 
And for an idea of how The Chicago SUN-TIMES stacks up with adver- 
tisers, recall our increasing succession of top-capacity, all-available- 
space-sold issues. Remember our recent record-breaking daily and 
Sunday issues, one of which contained a 32-page advertising section 
from .one retailer—more pages than an individual advertiser has ever 
purchased in any other Chicago newspaper. 


We think you'll agree that Chicago’s second-largest newspaper is showing 
first-class performance. It can help your sales record do the same! 
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CIRCULATION OF CHICAGO DAILY NEWSPAPERS TODAY 


(Based on ABC Publishers’ Statements for Period Ending Sepf. 30, 1949) 
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TRIBUNE SUN-TIMES |= HER-AMERICAN __ DAILY NEWS 
a CITY 551,463 489,636 395,924 333,611 
Z1 R.T.Z. | 188,070 86,100 85,088 93,289 
iS CITY & R.T.Z. 739,533 575,736 481,012 426,900 
_B ALL OTHER 204,600 53,443 55,178 87,366 
= ~ TOTAL 944,133 629,179 536,190 514,266 


at 1) 


TOTAL CIRCULATION 
Make your sales grow with 


Chicago's 2nd largest newspaper! 629,1 19 


Average Net Paid Daily (ABC Publisher's Statement, 
9/30/49) 
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Si. Chicage...the SUN TIMES mw tee goods! | 


PICTURE NEWSPAPER 
211 W. WACKER DRIVE, CHICAGO 6 250 PARK AVENUE, NEW YORK WwW 
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